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Staying  llisible 

"Never,  ever  disappear."  Those  haunting  words  of  advice  from  Texas 
A&M  University  CIO  Mark  Stone  sum  up  the  wisest  career  guidance  a  CIO 
could  get  about  dealing  with  today’s  capricious,  unpredictable  job  market. 

Stay  visible.  Stay  connected  to  your  network.  Stay  aware  of  the  market. 

If  you’re  happily  secure  in  your  job  now,  you  may  be  tempted  to  skip  our 
cover  story  (“Dark  Days  of  the  Unemployed  CIO,”  Page  24),  which  explores 
the  personal  and  professional  toll  that  job  loss  can  take  on  CIOs.  “Sounds 
like  such  a  downer,”  you’re  thinking,  “I  don’t  need  that.  I’m  doing  fine.” 

We  all  think  that,  of  course.  We  forget  that  company  fortunes  are  (largely) 
beyond  our  control.  We  fail  to  stay  in  touch  with  our  colleagues.  We  intend 
to  get  to  that  networking  event,  but  something  always  comes  up.  Heads 
down  in  the  work,  we  allow  ourselves  to  disappear. 

When  Stone  lost  his  CIO  job  at  Zale  as  the  company  downsized  in  2009, 
he  hadn’t  written  a  resume  in  14  years  and  his  network  had  died  of  neglect. 
But  he  rebooted  his  approach  to  networking  by  taking  a  pay-it-forward 
mentoring  approach  that  is  one  of  the  most  inspiring  examples  in  our  story. 
Like  so  many  other  CIOs  in  transition,  he  learned  how  dramatically  the  job 
market  had  changed  while  he  wasn’t  paying  attention. 

“Where  a  CIO  may  once  have  received  job  offers  based  on  reputation 
and  well-known  IT  achievements,  those  factors  are  only  part  of  the  equa¬ 
tion  today,”  writes  Managing  Editor  Kim  S.  Nash.  “The  Great  Recession, 
followed  now  by  an  intense  period  of  digital  disruption,  has  left  some  com¬ 
panies— some  CEOs,  really— unsure  of  what  they  want  in  a  CIO.” 

That  can  be  the  most  disheartening  aspect  of  a  CIO  job  hunt  today.  That 
strategic,  game-changing  business  role  you  want  isn’t  what  most  companies 
are  offering  in  the  typical,  tactical  CIO  job  description.  “Some  IT  executives 
are  finding  that  positions  that  fulfill  their  desires.. .aren’t  necessarily  called 
‘CIO,’”  Nash  writes.  One  CIO  in  our  story  ended  up  as  a  company  president 
in  an  entirely  different  industry.  Another  is  working  as  a  ClO-for-hire  but 
has  refocused  his  search  on  senior  business  roles  in  operations,  not  IT. 

Everyone  we  spoke  with  emerged  from  the  unemployment  experience 
with  heightened  empathy  for  other  job  seekers.  Nowadays,  they  make  the 
time  to  mentor,  write  up  recommendations  and  return  calls.  They  keep  their 
networks  strong.  You  should,  too. 

So  sign  up  to  attend  one  of  our  CIO  events.  Get  interviewed  for  a  story. 
Start  up  a  CIO  dinner  club  in  your  town.  Never,  ever  disappear. 
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Pushing  Away  from  POS 

Retailers  may  move  away  from  traditional 
point-of-sale  systems  over  the  next 
three  years,  says  a  new  survey  from  the 
National  Retail  Federation  and  Demand- 
ware.  The  poll  found  that  36  percent  of 
business  and  tech  leaders  in  the  U.S.  and 
Europe  want  a  single  platform  to  improve 
customer  experiences  over  multiple 
shopping  channels.  One  reason  forthe  shift 
may  be  double-digit  increases  in  e-com¬ 
merce  spending  last  year.  Yet  retail  IT  still 
struggles  with  disparate  systems  across 
stores,  websites,  call  centers  and  supply 
chains,  www.cio.com/article/747160 

Good  Manners  Get  the  Job 

There's  more  to  a  job  interview  than  prov¬ 
ing  your  technical  and  soft  skills.  What 
IT  candidates  do  before  and  after  the  inter¬ 
view  can  be  a  deciding  factor  for  employ¬ 
ers,  says  Rick  Gillis,  a  job  search  consultant. 
Among  his  tips:  Read  up  on  the  company's 
news  and  SEC  filings  to  learn  the  current 
state  of  the  business,  arrive  at  the  inter¬ 
view  equipped  with  8-10  smart  questions, 
and  send  a  personalized  thank-you 
note  afterward  that  clearly  asks  forthe 
job.  www.cio.com/article/746953 

Wearable  Tech  Watch 


Wearable  technology  is  hot  with  con¬ 
sumers  right  now,  and  enterprises  won't 
be  too  far  behind  them,  predicts  Forrester 
Research.  This  year,  more  companies  will  be 
building  business  models  around  "Wear¬ 
ables  2.0,"  particularly  in  the  healthcare, 
retail  and  public  safety  industries.  While 
it  could  take  a  decade  for  wearables  to 
become  ubiquitous  in  the  enterprise, 
CIOs  should  start  learning  about  them  now 
for  future  IT  strategy  planning. 
www.cio.com/article/746807 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


Compiled  by  Staff  Writer  Lauren  Brousell. 
To  comment  on  a  story  in  this  issue  of  CIO, 
goto  www.cio. com/issue/20140301  or 
write  to  letters@cio.com. 
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:•  Cloud  talk  may  seem  like  a  foreign  language. 

Louis  would  be  happy  to  interpret. 

If  you’re  considering  moving  to  the  cloud,  QTS  can  help.  Louis  and  our  other  sales 
engineers  go  the  extra  mile  to  fully  understand  the  technology  and  infrastructure 
you’ll  need.  If  you’ve  got  questions,  they’ve  got  answers.  All  you  have  to  do  is  ask. 
Connect  with  us  today  and  we’ll  get  your  cloud  up  and  running  free  for  60  days. 

Try  our  Cloud  Service  Free  for  60  Days  |  qtsdatacenters.com/FreeTrial 
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Lead  the  D-Suite 

We  all  know  that  business  is  becoming  increasingly  digital.  We’ve  seen 
it  play  out  in  retail  with  Blockbuster  losing  to  Netflix,  Barnes  and  Noble 
crushed  by  Amazon,  Black  Friday  giving  way  to  Cyber  Monday.  As  CIO’s 
publisher,  I  witness  the  ebb  and  flow  of  the  digital  revolution  in  technology 
media  every  day. 

I  was  impressed  by  the  way  venture  capitalist  and  former  Wall  Street 
analyst  Mary  Meeker  broke  down  of  the  digitization  of  business  last  May 
in  her  report  “Internet  Trends  2013.”  She  discussed  what  she  describes  as 
the  re-imagination  of  older  technologies,  using  some  compelling  examples 
to  show  how  photography,  video,  sound  and  data  are  being  reworked  for 
digital  formats.  When  was  the  last  time  you  bought  a  roll  of  film  or  walked 
up  to  a  bank  teller? 

Yet  while  digital  disruption  and  business  model  changes  are  every¬ 
where,  we’re  still  in  the  early  stages  of  this  transformation.  Many  businesses 
have  yet  to  figure  out  how  this  digital  shift  will  affect  them  or  how  to  use  it 
to  competitive  advantage.  And  many  who  do  figure  it  out  will  do  so  too  late. 

So  who  is  best  equipped  to  lead  digital  change  and  transformation  within 
an  enterprise?  My  colleagues  at  the  CIO  Executive  Council  (a  global  peer 
association  for  IT  leaders  and  sister  company  of  CIO  magazine)  have  been 
exploring  that  question.  After  in-depth  interviews  with  CEOs,  CIOs  and 
other  C-suite  leaders,  the  Council  has  created  a  framework  for  collaborative 
executive  leadership  in  the  digital  environment.  The  C-suite,  by  adapting 
to  the  digital  age,  evolves  into  the  D-suite. 

According  to  the  Council’s  research,  the  most  likely  “pathfinder”— the 
person  who  connects  and  enables  senior  business  leaders  to  collaborate 
on  a  digital  future— is  the  CIO.  I  think  that’s  absolutely  on  target.  CIOs  are 
already  on  the  front  lines  dealing  with  digital  disruption,  exponential  data 
gi'owth  and  IT  consumerization.  You  already  manage  corporate  risk  and 
cybersecurity  issues.  You  are  partnering  with  CMOs  to  improve  the  cus¬ 
tomer  experience.  IT’s  “helicopter  view”  delivers  a  big-picture  understand¬ 
ing  of  the  people,  processes  and  technologies  that  actually  run  the  business. 

I’d  love  to  hear  what  you  think  about  the  C-suite  evolving  into  the 
D-suite.  You  can  learn  more  about  the  Council’s  framework  (and  see  the 
results  of  a  C-suite  readiness  survey)  at  council.cio.com/dsuite.  Are  you  ready 
to  help  your  business  find  the  right  path  to  digital  dominance? 

0  ■ 

Adam  Dennison,  VP  &  Publisher 

adennison@cio.com 
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Saying  we're  #1  is  a  pretty  big  claim. 


Gartner  ranks  Druva  #1  in  overall  product  rating  for 
enterprise  endpoint  backup  for  the  second  year  in  a  row. 


Citing  the  need  to  address  the  proliferation  of  mobile  devices  in  the  workplace,  Gartner  has  ranked 
multiple  vendors  against  1 1  critical  capabilities  for  endpoint  backup.  For  two  consecutive  years, 
Druva  inSync  received  the  highest  overall  ranking  plus  industry-leading  scores  in  mobile  device 
support,  security,  and  data  reduction  techniques.  As  proud  as  we  are  of  this  distinction,  the  real 
satisfaction  comes  from  providing  a  data  protection  and  governance  solution  that  uniquely  meets 
the  needs  of  today's  mobile  workforce.  Lots  of  companies  say  they're  the  best,  but  with  two 
Gartner  wins  under  our  belt,  Druva  has  the  backup  to  prove  it. 

Access  your  complimentary  copy  of 

Gartner's  Critical  Capabilities  for  Enterprise  Endpoint  Backup  at 
www.druva.com/number1 


Gartner. 


www.druva.com  sales@druva.com 

Americas: +1  800-375-0160  |  Europe: +44  (0)  20  31501722  |  APJ: +91  (0)  20  672  63  395 


^druuo 
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Social  Media  Mistakes 

Learn  about  three  costly  online  blunders- 
and  how  to  avoid  them 


INot  having  a  social  media  policy.  Compa- 
nies  that  fail  to  provide  guidelines  for  how  their 
employees  should  conduct  themselves  online 
are  sitting  on  a  ticking  time  bomb. 


2  Focusing  on  quantity  of  followers  instead 
of  quality.  Followers,  fans  and  likes  don't 
egual  sales,  It's  betterto  have  100,000  highly 
engaged  advocates  than  1  million  followers  who  have 
little  interest  in  your  brand. 


3  Failing  to  respond  quickly,  especially  to 
complaints.  Take  too  long  and  you  could  be  in 
for  a  public  bashing.  Set  hours  for  when  you  can 
provide  customer  service  on  social  channels. 

-Jennifer  Lonoff  Schiff 


For  more  tips,  see:  www.cio.com/article/741875 


book  Dare:  Straight  Talk  on  Confidence, 
Courage  and  Career  for  Women  in  Charge 

By  Becky  Blalock 

Blalock,  former  CIO  at  Southern  Co.,  offers 
practical  strategies  for  grabbing  the  reins  of 
leadership— and  not  letting  go.  Readers  (of  either 
gender)  will  learn  to  “be  assertive  without  being 
pushy,”  “get  over  your  need  to  be  liked”  and 
“awaken  the  voice  of  ambition.”  Jossey-Bass,  $28 


How  should  I  deal  with 
office  politics  and  gossip? 

ALWAYS  look  first  for  the  root  cause  of 
workplace  gossip.  Office  gossip  often  occurs 
because  it  fills  a  void  where  the  organization 
has  not  communicated  as  much  or  as  fre¬ 
quently  as  it  should.  As  a  CIO  or  other  C-level 
executive,  addressing  office  gossip,  politics 
and  morale  may  not  be  at  the  top  of  your  to-do 
list,  but  you  should  make  these  issues  a  higher 
priority.  Organizations  full  of  complex  politics 
and  gossip  rarely  reach  their  full  potential 
because  the  employees  are  spending  a  por¬ 
tion  of  their  time  watching  their  backs  when 
they  could  be  using  that  energy  to  improve  the 
organization.  Poor  or  inefficient  management 
can  also  create  gossip.  So  initially,  don't  punish 
the  gossiper.  Look  internally  first  to  determine 
whether  the  root  cause  of  gossip  is  something 
your  organization  can  fix. 

SOMETIMES  workplace  cultures  allow 
employees  to  create  the  perception  of  growth 
and  progress  instead  of  producing  real  results. 
You  don't  pay  your  employees  to  work  hard. 
You  pay  them  for  results.  Eliminate  the  politi¬ 
cal  types  by  evaluating  only  what  they  have 
accomplished,  not  the  inflated  perception  they 
create  of  themselves. 

NEVER  hire  someone  only  for  his  or  her  busi¬ 
ness  background  and  skill  set.  It's  equally 
important  to  hire  for  personality,  interper¬ 
sonal  skills  and  integrity.  Those  are  difficult 
qualities  to  evaluate  in  an  interview.  But  if 
you  ask  the  right  behavioral  questions,  you'll 
get  a  good  indication  of  whether  the  potential 
employee  will  positively  or  negatively  affect 
your  organization's  culture. 


Brandon  Moser  is  a  consultant  author,  speaker 
and  host  of  the  podcast  "Ninja  Pod  Radio."  Visit 
his  website  at  www.officepoliticsninja.com  and 
follow  him  on  Twitter:  @Politics_Ninja. 


MARCH  1,  2014  www.cio.com 


PHOTOS  BY  THINKST0CK 


H  Received  the  "User's  Choice"  award 

at  World  Communication  Award  2013. 
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CLOUD 
FOR  THE 
WORLD 


NTT  Communications  provides  global  enterprises 
with  a  broad  suite  of  Information  and  Communication 
Technology  (ICT)  services— all  powered  by  more  than 
140  data  centers  worldwide  with  network  coverage 
in  196  countries/regions. 

Our  Software-Defined  Networking  based 
comprehensive  cloud  services,  make  your  migration 
process  simple,  and  help  you  optimize  your 
ICT  environment  quickly  and  safely. 

We'll  keep  your  speed  up  and  your  costs  down 
so  you  can  focus  on  growing  your  business. 


Expand  your  business  globally.  Go  to  ntt.com 


Recognized  as  "Wholesale  Operator  of  The  Year" 
at  Asia  Communication  Awards  201 3. 


I\ITT  Communications 


Global  ICT  Partn e r 

Innovative.  Reliable.  Seamless. 


Recognized  as  "The  Best  Asian  Telecom  Carrier"  and 
"Best  Cloud-Based  Service"  at  Telecom  Asia  Awards  2013. 


Social  Media  in  the  Enterprise:  How  to  Meet 
Security  and  Compliance  Requirements 


FROM  INCREASING  SALES  AND  MARKETING  EFFECTIVENESS  to 

improving  customer  satisfaction  and  streamlining  recruitment,  social  media 
offers  many  business  opportunities.  It's  not  surprising,  then,  that  while  45% 
of  respondents  to  an  IDG  Research  survey  indicate  that  enterprise  social 
media  is  a  highly  important  part  of  their  overall  business  strategy  today,  73% 
expect  it  to  be  critical  or  very  important  three  years  from  now.  But  in  order 
to  take  advantage  of  social  media,  companies  must  address  data  security 
and  access  control,  as  well  as  regulatory  compliance  requirements.  A  social 
relationship  platform  can  help. 

A  social  relationship  platform  (SRP)  is  an  enterprise-level  technology  that 
facilitates  and  enhances  an  organization's  use  of  social  media  for  social 
selling,  customer  service,  marketing  and  social  media  management.  An 
SRP  enables  companies  to  push  content  to  multiple  third-party  social 
media  sites,  and  monitor,  moderate  and  respond  to  posts -all  from  a 
centralized  platform. 


Data  Security  and  Access  Control 

IT  leaders  report  that,  on  average,  one-quarter  of  employees  are  actively 
using  social  media  today,  and  their  companies  utilize  24  different  social 
media  accounts.  That's  a  lot  of  accounts  over  which  IT  has  little  or  no 
visibility.  There's  no  telling  how  many  accounts  are  communicating  on 
behalf  of  the  organization  or  who  has  access  to  them.  Nor  is  there  a 
chain  of  approval  for  posting  content,  putting  sensitive  data  at  risk. 

By  consolidating  social  content  and  channels,  an  SRP  increases  visibility 
and  control  for  improved  data  security  and  access  control.  For  example, 
delegation  features  enable  managers  to  assign  social  media  accounts  to 
specific  employees  without  having  to  give  out  passwords.  If  an  employee 
changes  roles  or  leaves  the  company,  the  account  can  be  reassigned, 
thereby  preventing  unauthorized  use.  An  SRP  also  enables  companies  to 
implement  a  process  by  which  messages  can  only  be  posted  from  a  list 
of  approved  accounts  in  the  system  and  are  routed  through  a  layer  of 
approvals  before  they  are  published. 


Regulatory  Compliance 

For  enterprises  in  regulated  industries,  avoiding  social  media  is  no  longer  an 
option.  The  regulatory  requirements  for  social  communications  are  coming 
into  clearer  focus,  and  it  is  imperative  for  regulated  enterprises  to  not  only 


have  social  media  and  acceptable  use  policies, 
but  also  the  necessary  tools  to  monitor  and 
enforce  compliance  controls  across  the 
organization. 

Partnering  with  an  SRP  provider  can  help  address 
these  concerns  and  enable  organizations  to  move 
forward  with  their  social  media  strategies,  even  in 
the  face  of  changing  regulations.  An  SRP  provider 


73% 

of  IT  managers  expect  social  media 
to  be  a  critical  or  very  important 
part  of  their  overall  business 
strategy  three  years  from  now. 


has  the  technical  agility  to  interpret  the  latest 
regulations  and  provide  technology  solutions  built 
on  the  existing  framework.  There  is  no  need  for 
a  company  to  tear  down  and  rebuild  its  social 
media  strategy  with  each  change  in  regulations. 
The  SRP  evolves  with  the  regulations  to  help 
ensure  the  organization  continues  to  meet  the 
changing  requirements. 

By  addressing  data  security,  access  control  and 
regulatory  compliance  requirements  with  an 
SRP,  companies  can  reap  the  rewards  of  social 
communication  without  overwhelming  compli¬ 
ance  professionals  or  putting  a  brand  at  risk.  ■ 
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Beauty  Without  Borders 

French  cosmetics  firm  Clarins  uses  cloud  software  to  customize 
international  e-commerce  rollouts  by  mary  k.  pratt 

In  2012,  French  cosmetics  company  Clarins  launched  an  e-commerce  site  in  China,  aiming  to 
grow  its  global  revenue  in  an  expanding  Chinese  consumer  market.  Before,  the  company  had  sold 
its  lotions  and  potions  in  China  through  other  outlets.  Now  the  trick  was  to  stay  true  to  its  global 
brand  identity  while  creating  a  website  tailored  for  Chinese  customers,  says  Laurent  Malaveille, 
executive  vice  president  for  global  digital,  CRM  and  e-commerce. 

A  cloud-based  e-commerce  platform  helps  meet  that  business  goal,  Malaveille  says,  because 
Clarins  can  effectively  outsource  the  day-to-day  technical  operation  of  the  system.  This  leaves  the 
e-commerce  group  time  to  focus  on  the  features  that  are  key  to  Clarins’  success  in  online  sales,  such  as 
its  loyalty  program.  The  Chinese  site  saw  double-digit  sales  growth  in  the  first  six  months  after  launch. 

Clarins  now  runs  12  e-commerce  sites  globally,  each  customized  for  local  tastes  and  run  on  a 
software-as-a-service  (SaaS)  e-commerce  platform  from  Demandware.  Clarins  signed  up  to  ►  ► 
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. 52%  Consumers  who  say  they're  interested  in  buying  wearable 

technologies  to  track  their  physical  activity  and  manage  their  health.  Accenture*  •  •  ■ 
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►► SaaS  Continued  from  Page  9 


crunch 


use  Demandware  in  late  2010  and  dropped 
IBM’s  WebSphere  e-commerce  software.  Cla- 
rins  wanted  to  move  quickly  into  many  inter¬ 
national  markets  without  having  to  add  a  lot 
of  IT  staff  to  handle  the  expansion— or  the 
upgrade  projects  that  traditional  on-premise, 
licensed  software  would  eventually  require, 

Malaveille  says. 

Another  factor  in  Clarins’  decision  to  go 
with  SaaS  was  that,  as  a  cloud  offering,  it  can 
easily  handle  the  company’s  traffic  surges 
during  holidays  and  promotions.  A  SaaS 
architecture  can  rapidly  scale  as  the  com¬ 
pany  launches  new  country-specific  websites, 

Malaveille  says. 

Clarins  can  take  advantage  of  new  fea¬ 
tures  on  a  rolling  basis,  as  Demandware  makes  them  avail¬ 
able,  without  undergoing  a  major  upgrade  project,  he  says.  As 
a  result,  Clarins  can  expand  e-commerce  activities  without 
having  to  add  staff  for  maintenance. 

Cloud  computing  expands  the  possibilities  for  configuring 
e-commerce,  says  Peter  Sheldon,  an  analyst  at  Forrester.  Retail¬ 
ers  typically  choose  among  four  options:  SaaS,  on-premise,  on- 
demand  or  hosted  software.  In 
the  on-demand  setup,  a  retailer 
has  a  dedicated  instance  of  an 
application  that  is  hosted  in  the 
cloud.  There  are  no  automatic 
upgrades,  but  companies  can 
customize  the  software  and  inte¬ 
grate  it  with  back-end  systems, 

Sheldon  says.  In  a  hosted  setup,  a 
third  party  manages  the  software 
but  the  retailer  usually  owns  it. 

For  Clarins,  choosing  to  go  the 

SaaS  route  means  upgrades  and  new  features  can  be  delivered 
automatically— a  key  selling  point  for  many  retailers,  Sheldon 
says.  “You  never  have  to  worry  about  being  on  a  legacy  version,” 
he  says.  An  important  reason  for  choosing  Demandware,  Mala¬ 
veille  says,  was  that  Clarins  can  build  and  integrate  custom  fea¬ 
tures.  For  example,  the  company  developed  its  own  point-based 
customer  rewards  system,  “We  didn’t  want  to  be  trapped  into 
one  set  of  functions,”  he  says.  Using  SaaS  “has  empowered  our 
[IT]  team  to  run  our  business  in  a  more  dynamic  way.” 

Mary  K.  Pratt  is  a  freelance  writer  based  in  Massachusetts. 


C-Suites  Stuck  on  'Business  as  Usual' 

Most  companies  are  using  cloud,  e-commerce,  analytics  and 
mobile  technologies  to  boost  internal  efficiencies,  not  growth 


Our  company's  digital  technology  investments  are 


Internal 

Primarily  focused  on  process 
efficiencies  and  cost  reduction 


External 

Primarily  focused  on  growth  opportunities 
and  new  ways  of  reaching  customers 


1 

1 

Not  Applicable  |- 


SOURCE:  ACCENTURE  SURVEY  OF  1,041  C-SUITE  EXECUTIVES  IN  20  COUNTRIES,  JANUARY  2014 


'We  didn't 
want  to  be 
trapped  into 
one  set  of 
functions." 

-Laurent  Malaveille, 
EVP  of  Digital,  CRM  and 
E-Commerce,  Clarins 
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To  Be  the 
Best,  Shadow 
A  Peer  CIO 

Looking  to  get  fresh  insights  in  an  age  of 
digital  disruption?  Gartner  analysts  urge  CIOs 
to  "shadow  a  peer  CIO  in  another  industry"  by 
following  them  one  day  a  month. 

"If  you  learn  lessons  from  the  best  people 
in  your  industry,  you  can  become  as  good  as 
the  best  in  your  industry.  If  you  seek  lessons 
from  the  best  people  outside  your  industry, 
you  can  be  better  than  the  best  in  your  indus¬ 
try,"  write  Gartner  analysts  John  Mahoney  and 
Mark  Raskino  in  a  report  about  New  Year's 
resolutions  for  CIOs. 

Internal  mentoring  programs  are  valuable, 
they  say,  but  tend  to  provide  a  conventional, 
insider's  view  of  the  business. 

"You  need  an  alternative  perspective  on 
how  similar  but  different  challenges  arise  and 
are  addressed  in  other  situations,"  according 
to  Mahoney  and  Raskino. 

Darrin  Hackett,  CIO  of  the  Waikato  District 
Health  Board  in  New  Zealand,  suggests  tak¬ 
ing  the  concept  further  and  finding  a  men¬ 
tor  not  only  in  another  industry,  but  also  in 
another  C-level  role,  such  as  a  CEO,  CFO  or 
COO,  to  gain  a  broader  business  perspective. 

-Divina  Paredes 
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. 58%  Consumers  who  say  they  wouldn't  do  business  with  a 

company  again  after  experiencing  poor  customer  service.  NewVoiceMedia . 
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Are  You  a  Scrambler  or  a  Leader? 

An  IT  veteran  describes  the  four  stages  of  the  technology  organization- 
and  what  it  takes  to  move  up  a  notch  by  bob  ronan 


echnology  organizations  evolve  on  a 

four-step  path,  with  each  step  enhancing 
the  value  of  the  organization  to  its  custom¬ 
ers.  Most  IT  organizations  are  in  the  first  two 
stages:  Scrambler  and  Producer.  Scramblers 
have  a  great  deal  of  difficulty  getting  the  basics  right  and 
spend  much  of  their  time  reacting  to  events. 

Producers  get  the  basics  right  but  haven’t 
yet  evolved  further. 

To  better  understand  Scramblers  and 
Producers,  it’s  important  to  define  the 
basics— the  distinguishing  criteria.  In  short, 
what  separates  Producers  from  Scramblers 
is  a  level  of  competence  in  IT  operations, 
application  development,  personnel  and 
finance.  The  list  of  specific  capabilities  is 
long,  but  it  includes  items  such  as  hitting 
online  and  batch  service-level  agreements, 
managing  security  risks  and  producing 
high-quality  software.  Caution:  The  basics  sound  like  com¬ 
mon  sense,  which  may  tempt  you  to  jump  to  the  conclusion 
that  you  have  them  handled,  but  most  organizations  don’t 
execute  the  basics  as  well  as  they  think  they  do. 

Organizations  that  get  the  basics  right  for  operations 
and  application  development  may  be  tempted  to  declare 
victory.  But  any  success  is  probably  temporary  if  the 
organization  isn’t  paying  attention  to  its  people  and  its 
finances.  If  an  organization  doesn’t  treat  its  people  properly 
(for  example,  no  mentoring  or  training),  the  high-quality 
employees  may  go  elsewhere.  If  an  organization  misman¬ 
ages  its  finances,  it  may  lose  out  when  the  company  decides 
how  to  allocate  capital. 

The  transition  from  Scrambler  to  Producer  is  often 
achieved  once  the  IT  organization  embraces  metrics.  Met¬ 
rics  allow  management  to  quickly  and  objectively  evaluate 
issues  so  they  can  take  steps  to  determine  the  root  cause 
and  make  changes.  Scrambler  organizations  rarely  have 
good  metrics  in  place. 

The  next  rung  on  the  ladder  is  Innovator.  It’s  very  dif¬ 


ficult  to  become  an  innovator  if  you’re  spending  much 
of  your  time  chasing  production  problems  or  working 
significant  overtime  to  hit  project  milestones.  So  most 
organizations  need  to  solidify  their  Producer  status  before 
they  move  to  the  Innovator  stage,  which  requires  a  mental 
shift  from  tactical  to  strategic. 

Innovators  have  the  vision  to  think  past 
traditional  ways  of  doing  business  and  see 
the  possibilities  of  creative  approaches. 
They  are  willing  to  take  risks  and  they  want 
to  see  results— too  many  aspiring  Innova¬ 
tors  have  great  ideas  but  spend  more  time 
thinking  than  implementing.  Innovators 
create  a  culture  that  lets  employees  know 
their  ideas  are  valued,  encourages  employ¬ 
ees  to  take  prudent  risks  and  shines  a  spot¬ 
light  on  innovative  projects. 

For  successful  Innovators,  the  last 
step  up  is  to  become  a  Leader.  The  differ¬ 
ence  between  the  final  two  stages  is  subtle  but  real:  Leader 
organizations  empower  employees  at  all  levels— not  just  the 
senior  execs— to  make  decisions  and  take  risks.  It  means  all 
employees  are  aware  of,  and  can  take  steps  toward,  the  orga¬ 
nization’s  big- picture  goals  without  waiting  for  permission. 
Leaders  make  decisions  quickly  because  slow  decision-mak¬ 
ing  can  paralyze  an  organization.  They  emphasize  failing 
fast  because  not  every  path  will  lead  to  a  positive  outcome, 
and  they  reflect  on  what  is  or  isn’t  working. 

Of  course,  even  Innovators  and  Leaders  occasionally 
have  to  scramble  to  fix  problems,  but  they’ll  do  so  aggres¬ 
sively  and  quickly.  They  remember  the  pain  associated 
with  being  a  Scrambler.  They  know  how  difficult  it  is  to 
evolve  to  the  higher-level  stages  and  will  do  anything  to 
stay  there.  In  contrast,  most  Scrambler  organizations  don’t 
realize  how  much  different  life  could  be  if  they  could  fix 
the  root  cause  of  their  problems  and  stop  being  so  reactive. 


Bob  Ronan  recently  retired  from  Fidelity  Investments,  where  he 
was  a  senior  vice  president  of  technology. 


Leader 

organizations 
empower 
employees  at 
all  levels-not 
just  the  senior 
execs-to  make 
decisions  and 
take  risks. 
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Scott  Nestler 

Chair  of  the  Analytics 
Certification  Board, 
INFORMS 


Biased  Analytics 
Could  Do  Harm 

A  new  ethics  code  requires  analytics  pros 
to  report  unbiased  answers,  not  what  the 
client  wants  to  hear  bymary  k.pratt 


When  the  Institute  for  Operations  Research  and  the  Management 
Sciences  (INFORMS)  developed  its  Certified  Analytics  Profes¬ 
sional  certification,  the  professional  society  decided  that  certified 
individuals  should  agree  to  ethical  standards  as  well  as  meet  other 
requirements.  So  INFORMS  rolled  out  a  code  of  ethics  for  analytics 
last  March.  As  chair  of  the  certification  board,  Scott  Nestler  dis¬ 
cusses  the  importance  of  ethics  in  analytics. 


to  apply  the  appropriate  procedures 
correctly  and  report  whatever  results 
they  find— and  not  do  what  might  be 
required  to  produce  the  results  they 
think  the  person  who’s  paying  them 
wants  to  see. 

Do  employers  pressure  analysts 
to  act  unethically? 

I  don’t  know  that  it’s  necessarily  overt; 
it  may  be  more  subtle  or  gray,  or  it  may 
be  that  an  analyst  could  look  at  the  situ¬ 
ation  and  think  they  know  what  the 
desired  outcome  is  and  think,  “If  I  pro¬ 
duce  that  result  I  might  get  hired  again.” 


Why  tie  ethics  to  certification? 

It  can  inform  the  individual  about  the  rules  and  stan¬ 
dards  of  their  profession.  It  can  hold  the  profession 
accountable  to  the  public,  or  at  least  to  their  customers 
and  clients.  It  can  help  them  in  their  decision-making 
when  they  face  difficult  ethical  situations.  It  can  help 
deter  unethical  behavior.  And  it’s  a  way  of  promoting 
self-regulation. 


What  ethical  dilemmas  do  analytics 
professionals  face? 

Analytics  professionals  have  obligations  to  several 
different  groups:  to  their  employers  and  their  clients, 
to  their  colleagues,  to  their  professional  society,  and 
to  society  in  general.  They  have  a  series  of  obligations  there,  and 
it’s  possible  they  don’t  always  line  up  perfectly  with  each  other. 

With  employers  or  clients,  you  have  to  make  sure  you’re  giving 
them  your  best  professional  judgment.  And  in  a  client  context, 
you  have  to  clearly  state  your  qualifications  to  do  the  work;  don’t 
promise  more  than  you  can  deliver.  And  analytics  professionals 
are  often  given  privileged  information— data  to  analyze  that,  if  it 
were  to  be  shared,  might  cause  harm  to  a  business— so  it  perhaps 
would  be  unethical  to  [take]  what  you  had  from  company  A  and 
use  it  for  company  B’s  advantage. 

Sometimes  when  an  employer  or  a  client  asks  an  analyst  to 
look  into  a  problem,  it’s  clear  they  have  an  outcome  they’d  like  to 
see  from  the  analytics  project,  but  the  analyst  has  an  obligation 


The  code  can 
help  analytics 
professionals  in 
their  decision¬ 
making  when 
they  face 
difficult  ethical 
situations. 


How  could  unethical 
behavior  harm  the 
organization  sponsor¬ 
ing  the  work? 

Going  back  to  the  purpose 
of  most  analytics,  it’s  typi¬ 
cally  to  help  make  better 
decisions.  If  you  don’t  get 
an  honest,  unbiased,  best 
professional  opinion— and 
realize  that  most  of  these 
things  don’t  have  a  right 
answer,  but  it’s  a  best  pro¬ 
fessional  opinion  based  on  the  evidence 
or  data— it  can  cause  a  decision  that  can 
be  harmful  to  the  organization,  maybe 
not  in  the  short  run,  but  in  the  longer  run. 
It  could  have  financial  consequences,  or 
it  could  have  a  larger  environmental  or 
societal  impact.  It  depends  on  the  orga¬ 
nization  and  the  decision  they’re  trying 
to  make.  The  negative  impact  depends  on 
how  big  a  decision  it  is  in  the  first  place. 

Mary  K.  Pratt  is  a  freelance  writer  based  in 
Massachusetts. 
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Unraveling  IT 

When  companies  divest  pieces  of  the  business,  CIOs  must  rip 
apart  deeply  integrated  systems  by  Stephanie  overby 

IT  organizations  devote  decades  of  sweat  to  integrating  corporate  technology  systems,  wring¬ 
ing  out  every  efficiency,  leveraging  every  ounce  of  scale  and  seeking  every  bit  of  synergy  their 
technology  can  offer. 

Until,  one  day,  they  must  do  the  exact  opposite. 

Corporate  divestitures  are  on  the  rise.  Nearly  three-quarters  of  148  executives  surveyed  recently 
by  Deloitte  said  they  expected  to  attempt  divestitures  between  2013  and  2015.  When  a  company 
sells  part  of  the  business,  IT  is  charged  with  systems  de-integration.  Untangling  those  complex 
systems  is  every  bit  as  critical  as  the  years  of  integration  were.  But  that  technology  parsing  has  to 
happen  in  a  fraction  of  the  time  and  amid  great  uncertainty. 

Last  March,  oil  company  Hess  announced  it  would  divest  all  downstream  businesses  ►  ► 
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It's  a  new  day  for  business  in  Michigan. 

Through  a  series  of  recent  initiatives,  Michigan 


is  once  again  becoming  a  preferred  place  for  business. 
Starting  with  a  new  flat  6%  business  tax.  The  elimination 
of  personal  property  taxes.  New  right-to-work  legislation. 
All  added  to  redesigned  incentive  programs  and 
streamlined  regulatory  processes.  All  to  create  an  ideal 
combination  of  opportunity,  resources  and  passion  for 
business  right  here  in  Michigan. 
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Michigan  Economic  Development  Corporation 


►  Divestitures  Continued  from  Page  16 


to  focus  on  exploration  and  production.  Then-CIO  Jeff 
Steinhorn  had  to  unravel  the  corresponding  IT.  “Over 
the  past  25  years,  IT  has  tried  to  tie  things  together,” 
Steinhorn  says.  “What  we  had  to  do  is  take  that  all  apart.” 

Making  matters  trickier,  Hess  didn’t  plan  to  peddle 
the  downstream  business  as  a  single  unit;  it  would  be 
broken  up  and  sold  as  separate  units.  IT  had  to  begin 
systems  separation  not  knowing  what  might  be  sold  to 
a  private  equity  firm,  for  example,  and  what  might  be 
sold  to  a  competitor,  and  each  scenario  carried  different 
technology  implications. 

Unknowns  for  the  Staff 

Hess  IT  focused  on  the  most  likely  scenarios,  moving  the 
hundreds  of  applications  and  terabytes  of  data  associ¬ 
ated  with  the  energy  marketing  business  into  the  cloud. 
Regardless  of  who  the  buyer  was,  moving  the  systems  to 
a  neutral  environment  would  enable  Hess  to  “turn  over 
the  keys,”  says  Steinhorn. 

The  team  also  had  to  figure  out  how  to  split  up  a  sin¬ 
gle  instance  of  SAP,  which  was  used  by  all  downstream 
businesses  but  which  a  buyer  might  not  want  to  keep. 

At  Axalta  Coating  Systems,  a  company  sold  by 
DuPont  to  the  Carlyle  Group  last  year  for  $4.9  billion, 
CIO  Dru  Rai  is  paring  down  500  applications  to  280. 
The  work  has  been  going  on  nonstop  for  more  than  a 
year.  “Almost  90  percent  of  IT  and  400  individuals  out¬ 
side  the  corporation  are  engaged  in  the  transition,”  says 
Rai.  “That’s  all  we  do  right  now.”  The  business  can  get 
impatient.  “Sales,  marketing  and  operations  moved  on 
within  a  few  months.  They  want  new  IT  projects,”  says 
Rai,  who  was  also  involved  in  GM’s  divestiture  of  Delphi 
Automotive  and  GE’s  sale  of  Momentive  Performance. 
“Managing  expectations  is  very  important.” 

Divestitures  are  hardest  on  IT  staff.  Like  the  corpo¬ 
rate  systems,  they  don’t  know  where  they’ll  land.  “It’s 
emotionally  draining  and  exhausting  for  CIOs  and 
their  people,”  says  Rai.  Axalta,  for  example,  will  need  IT 
employees  with  new  skills,  including  business  and  cus¬ 
tomer  savvy  and  knowledge  of  customer  applications. 
Under  DuPont,  the  team  was  largely  focused  on  manag¬ 
ing  outsourced  IT  operations,  he  says.  Rai  acknowledges 
that  even  a  CIO’s  fate  is  unclear  in  these  circumstances. 

As  the  global  CIO  of  Hess,  whose  job  was  leveraging 
common  technologies  for  upstream  and  downstream 
systems,  Steinhorn  knew  his  role  would  become  obso¬ 
lete.  (He  is  now  the  CIO  of  Johnson  &  Johnson  Consumer 
Products.)  But  he  acquired  some  new  skills.  “You  have 
to  embrace  uncertainty,”  he  says,  “and  get  comfortable 
with  being  uncomfortable.” 


Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
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BLUETOOTH  LOW  ENERGY 


IIT'S  GAINING  MOMENTUM.  As  the  name  suggests, 
Bluetooth  low  energy  (BLE)  technology,  also  known 
as  Bluetooth  Smart  or  Bluetooth  4.0,  uses  less  energy 
than  standard  Bluetooth  wireless  communications. 

BLE  could  be  used  for  home  automation,  wireless  medical 
devices,  exercise  sensors,  retail  geofencing  and  mobile  pay¬ 
ments.  Apple  calls  its  BLE  offering  iBeacon,  which  is  available 
on  newer  models  of  the  iPhone. 
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2  RETAILERS  WILL  BE  EARLY  ADOPTERS.  BLE  could 
be  superior  to  other  location-based  technologies  for 
smartphones  because  it's  more  targeted.  For  exam¬ 
ple,  with  BLE,  a  store  can  detect  which  department 
you  are  standing  in  and  send  you  a  relevant  offer.  Macy's  is 
testing  this  idea  with  iBeacons  and  an  app  called  Shopkick. 
Heritage  Auctions  is  planning  to  test  iBeacons  for  large-scale 
auctions  to  speed  up  registration  and  alert  VIP  customers 
to  big-ticket  items  that  might  interest  them.  Apple  is  using 
iBeacon  in  its  retail  stores  to  push  messages  about  phone 
upgrades  or  the  status  of  your  computer  repair. 


5 

u 


3  IT  COULD  BOOST  MOBILE  PAYMENTS.  Hands-free 
payments  aren't  popular  yet,  but  BLE  could  change 
that.  PayPal  is  rolling  out  its  Beacon  BLE  technology 
this  year  so  customers  can  use  the  PayPal  app  to  pay, 
verify  the  transaction  with  voice  recognition,  and  get  an 
emailed  receipt-all  hands-free.  "Bluetooth  mobile  payments 
are  still  in  the  early  stages,"  says  Gartner  analyst  Mark  Hung. 
He  says  mobile  payments  will  require  greater  security  than 
previous  Bluetooth  applications  did. 


4 IT  CAN  PUT  YOUR  WHOLE  HOUSE  ONLINE. 

Already  there  are  mobile  apps  that  let  you  lock  your 
doors,  turn  off  your  lights  and  adjust  your  thermostat. 
BLE  would  make  these  actions  even  easier;  the  ther¬ 
mostat  could  be  automatically  adjusted  as  you  walk  out  the 
door  for  work,  for  example.  With  BLE,  "Companies  make  their 
products  more  useful  and  get  better  information  about  what 
customers  want,"  says  Jonathan  Collins,  an  analyst  at  ABI 
Research.  "But  it  does  change  the  relationship  with  the  cus¬ 
tomer."  Collins  says  companies  will  know  how  customers  use 
their  product  and  whether  it  needs  servicing  because  the 
product  is  connected  to  the  Internet  or  a  mobile  app. 


5 SMARTPHONES  WILL  BE  EVEN  LESS  PRIVATE. 

"It's  up  to  marketers  and  app  developers  to  make  this 
not  intrusive  so  users  become  more  accepting,"  says 
Hung.  "If  they  design  it  correctly,  I  think  it  can  take 
off."  Customers  can  opt  in  or  out  of  BLE  apps,  but  companies 
should  be  very  clear  about  when  customers'  devices  are  in 
BLE  zones  and  when  they  will  be  sent  notifications. 

-Lauren  Brousell 
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WE  PUTTHE  IT  IN  UNITE 


Build  a  better  enterprise  with  a 
converged  and  unified  infrastructure. 

Disparate  systems  housing  silos  of  data  and 
technology  compound  complexity  and  lead  to 
overall  IT  inefficiencies. 

IT  convergence  unites  your  server,  storage,  and 
network  environments  while  easily  integrating 
into  your  exisiting  infrastructure. 

PC  Connection  has  partnered  with  HP  to: 

•  Transform  legacy  systems  to  future-ready 

•  Provide  intuitive  management, 
speed,  and  agility 

•  Improve  productivity  and  scalability 
for  ongoing  cost  savings 

Our  experts  help  you  unify  IT  with  a 
dependable  virtualization  program  that 
improves  resource  allocation.  This  approach 
optimizes  your  infrastructure  to  seamlessly 
handle  any  application  workload,  at  any  scale. 

Let  innovation  in,  and 
well  unleash  the  power 
with  convergence. 


WE  SOLVE  IT. 


How  We  Do  IT: 

CONVERGED  INFRASTRUCTURE  SOLUTIONS 

HP  delivers  the  servers,  storage, 
and  networking  you  need  to  create 
a  converged  infrastructure  and  turn 
IT  into  a  business  advantage. 


www.pcconnection.com 

1.800.800.0014 
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LEGAL  AFFAIRS 

3-D  Printers:  Serious  Threat? 

For  intellectual  property  owners,  this  DIY  technology  could  be  a 
problem-oran  opportunity  to  cut  a  deal  by  grant  gross 


As  analysts  predict  huge  growth  in  the  3-D 
printing  market,  some  businesses  already 
see  the  fledgling  do-it-yourself  technol¬ 
ogy  as  a  major  threat  to  their  intellectual 
property  (IP)  because  of  the  ease  of  copying 
manufactured  products  or  designs. 

In  one  case  last  year,  HBO  sent  a  cease-and-desist  let¬ 
ter  to  a  businessman  selling  3-D-printed  iPhone  docks 
that  copy  a  throne  in  the  network’s  Game  of  Thrones  series. 
With  Gartner  predicting  that  worldwide  shipments  of  sub- 
$100,000  3-D  printers  grew  49  percent  in  2013,  more  legal 
wrangling  is  on  the  way,  some  IP  lawyers  say. 

Owners  of  3-D  printers  aren’t  likely  to  mass-produce 
products,  but  they  could  make  prototypes  that  run  afoul 
of  copyrights,  design  patents  and  trademarks.  With  3-D 
printing,  “we’re  somewhat  in  the  Wild  West  of  the  fringes 
of  IP  law,”  says  Paven  Malhotra,  a  lawyer  with  Keker  and 
Van  Nest.  “In  the  next  few  years,  we’re  likely  to  see  all  kinds 
of  legal  issues  we  didn’t  think  of.” 

However,  concerned  businesses  have  options  beyond 
firing  off  a  cease-and-desist  letter  or  filing  a  lawsuit.  In 
some  cases,  it  may  be  more  cost-effective  for  large  busi¬ 


nesses  to  ignore  the  lone  3-D  printer  user  making  widgets 
in  his  basement,  Malhotra  says.  In  other  cases,  IP  owners 
may  want  to  explore  creative  licensing  deals,  says  Michael 
Weinberg,  vice  president  at  digital  rights  group  Public 
Knowledge.  He  has  proposed  an  open  license  that  copy¬ 
right  owners  could  offer  to  3-D  printers,  with  the  copyright 
owners  retaining  veto  power  over  printed  products. 

Allowing  fans  of  a  TV  program  to  print  characters 
would  create  a  “huge  goodwill  benefit,”  Weinberg  says.  For 
some  businesses,  licensing  3-D  printing  plans  or  objects 
may  be  a  “great  marketing  opportunity,”  Malhotra  says. 
“They’re  going  to  have  people  out  there  excited  about  their 
characters  or  their  designs.” 

With  3-D  printing,  “there’s  room  for  somebody  who 
is  prepared  to  work  with  the  creative  community.. .to  set 
up  some  new,  interesting  business  models,”  says  Roberta 
Jacobs-Meadway,  an  IP  lawyer  with  Eckert  Seamans.  “The 
question  is,  is  it  going  to  be  more  of  a  closed  system  or  more 
of  an  open  system?” 


Grant  Gross  is  the  Washington,  D.C„  correspondent  for  the  IDG 
Newsservice. 


□  □ 


□□□□□□□□□□□□□□□□□□□□□□□□□□□□□ 


Google's  IT: 
Super  Cheap, 
Good  Enough 

Google  runs  a  technology  operation 
far  larger  than  most  enterprises 
even  dream  of,  but  at  a  recent  con¬ 
ference  it  revealed  strategies  that 
could  benefit  any  IT  shop. 

Google  site  reliability  engineer 
Todd  Underwood  highlighted  one 
of  the  company's  imperatives  that 
may  be  surprising:  frugality.  "A  lot 
of  what  Google  does  is  about  being 
super  cheap,"  he  told  an  audience  of 
systems  administrators. 

Google  is  forced  to  maniacally 
control  costs  because  it  has  learned 


that  "anything  that  scales  with 
demand  is  a  disaster  if  you  are  not 
cheap  about  it."  As  a  service  grows 
more  popular,  its  costs  must  grow  in 
a  "sub-linear"  fashion,  he  said. 

That  thinking  is  behind  Google's 
decision  not  to  purchase  commercial 
routers  from  companies  such  as 
Cisco  or  juniper.  Google  would  need 
so  many  ports  that  it's  more  cost- 
effective  to  build  its  own,  Under¬ 
wood  said. 

Another  Google  technique: 
automate  everything  possible-in 
essence  phasing  out  the  work  of  the 
system  administrator.  "We're  doing 
too  much  of  the  machines'  work  for 
them,"  he  said. 

Google's  biggest  competitor  is  not 
Bing  or  Apple  or  Facebook.  Rather, 


it  is  itself,  he  said.  The  company's 
engineers  aim  to  make  its  prod¬ 
ucts  highly  reliable,  and  yet  not 
go  beyond  the  five  9's  of  reliability 
(99.999  percent). 

"The  point  is  not  to  achieve  100 
percent  availability.  The  point  is 
to  achieve  the  target  availability, 
99.999  percent,  while  moving  as 
fast  as  you  can.  If  you  massively 
exceed  that  threshold,  you  are  wast¬ 
ing  money,"  Underwood  said. 

"Opportunity  costs  is  our  biggest 
competitor,"  he  said. 

Underwood  disputed  the  notion 
that  Google  faces  unique  IT  chal¬ 
lenges;  he  said  developers  focus  on 
smaller  services  such  as  Gmail  and 
Google*,  not  Google  as  a  whole. 

-Joab Jackson 
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Lee  Congdon 

CIO,  RED  HAT 

Lee  Congdon  is  responsible 
for  Red  Hat's  global 
information  systems, 
including  the  technology 
strategy,  enterprise 
architecture,  IT  governance, 
solutions  delivery  and 
systems  operations.  The 
company  began  using  cloud 
computing  technologies 
eight  years  ago  and  today 
runs  about  50  percent  of  its 
IT  applications  in  the  cloud; 
in  two  years,  that  will  be 
70  percent. 


FOR  MORE  INFORMATION 

on  open  hybrid  cloud,  download 
the  whitepaper  "Transforming 
IT  with  an  Open  Hybrid  Cloud" 
at  www.cio.com/whitepapers/ 
rhcloud 
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Red  Hat  IT: 

How  an  Open  Hybrid  Cloud 
Strategy  is  Paying  Off 


Why  is  Red  Hat  embracing 
cloud  computing? 

We  see  terrific  opportunities  in  public; 
private;  and  open,  hybrid  clouds— and  we  see 
it  as  the  next  generation  of  computing.  The 
cloud  helps  us  support  our  business  partners 
more  effectively.  For  us,  it  is  all  about  agility. 
And  with  greater  agility,  there’s  improved 
time  to  value.  The  cloud  enables  us  to  more 
quickly  respond  to  the  needs  of  the  busi¬ 
ness  and  also  to  anticipate  the  needs  of  the 
business.  Also,  it  is  all  about  mobile  access, 
which  is  increasingly  important  to  us  and  to 
our  customers. 

Can  you  share  some  of  the  benefits 
of  Red  Hat's  cloud  initiatives? 

The  time  to  value  is  substantially  better.  I’ll 
give  you  an  example.  About  five  years  ago, 
we  began  developing  a  partner  portal.  We 
started  down  a  traditional  computing  path, 
using  agile  development.  Nine  months  in,  we 
had  a  good  partner  locator,  which  was  only 
about  5  percent  of  the  system.  We  switched 
to  salesforce.com,  a  cloud-based  system, 
and  nine  months  later,  we  had  80  percent  of 
a  partner  solution  working.  More  recently 
we  selected  Red  Hat’s  OpenShift  enterprise 
platform  as  a  service  (PaaS).  In  a  traditional 
environment,  it  takes  more  than  two  months 
to  implement  an  application  development 
platform  alone.  With  the  cloud-based 
platform,  we  had  it  up  and  operational- 
accommodating  200  associates  and  200 
apps— in  a  few  weeks. 

Which  workloads  do  you  place  in  a 
private  cloud,  and  which  ones  do  you 
place  in  a  public  cloud? 

There  are  no  absolutes.  Consider  your 
current  application  portfolio,  and  decide 
which  applications  would  benefit  from  a 
public  cloud  deployment.  The  decision 
drivers  might  include  scalability,  global 
deployment  and  accessibility  from 
mobile  platforms.  Then  consider  which 
applications  are  best  hosted  internally. 
Drivers  might  include  vendor  software  that 
is  not  architected  for  the  cloud,  regulatory 
constraints  or  systems  that  won’t  deliver 


new  value  when  rearchitected.  Decide 
how  you  are  going  to  create  your  hybrid 
cloud— how  you  will  implement  the  links 
and  connections.  In  most  enterprises,  you 
will  have  a  hybrid  environment  for  the 
foreseeable  future,  so  it  is  important  to  have 
a  plan  for  your  hybrid  cloud.  Get  some  real- 
world  experience  with  public  and  hybrid 
clouds  so  you  understand  how  they  will  work 
in  your  enterprise.  I  strongly  recommend 
that  you  pursue  open  source  and  open 
standards  to  maximize  your  flexibility  and  to 
avoid  lock-in. 

When  it  comes  to  implementing  the 
cloud,  should  organizations  start  small 
or  large? 

I  think  the  answer  is  both.  You  do  need  to 
formally  orchestrate  the  elements  that  are 
critical  to  your  business  and  used  broadly— 
the  enterprise  service  bus  is  an  example  of 
this  for  Red  Hat.  We  need  one  definition  of 
product  that’s  flowing  on  that  service  bus; 
we  don’t  need  20  different  teams  developing 
their  own.  On  the  other  hand,  you  need  to 
let  the  flowers  bloom— you  can’t  overcontrol 
it.  What  you  really  don't  want  to  do  is  drive 
people  underground  or  outside.  You  need 
to  think  about  it  carefully.  Don’t  stifle 
innovation  by  crushing  the  small  teams,  but 
don’t  delay  results  by  waiting  for  architecture 
to  develop  for  months. 

Can  you  offer  three  tips  to  enterprise 
organizations  considering  deploying  a 
cloud? 

First,  avoid  vendor  lock-in.  Make  sure  the 
technology  you  are  choosing  is  broadly 
supported  and  available  from  multiple 
vendors.  This  is  a  lesson  we  have  learned 
the  hard  way,  through  many  generations  of 
technology.  Second,  ensure  that  the  solution 
has  both  application  and  data  portability  as 
you  design  apps  for  these  new  emerging  sets 
of  cloud  environments,  rather  than  think 
you  are  going  to  use  the  same  architecture 
template  you  use  for  apps  running  solely  on¬ 
premises.  Finally,  as  an  IT  decision-maker, 
plan  to  have  an  open,  hybrid  cloud  as  your 
cloud  infrastructure. 
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Bl  Battleground 

This  business  intelligence  software  pioneer 
is  adapting  to  new  analytics  trends- 
and  new  rivals  by  joab  jackson 


THE  PITCH 

MicroStrategy  wants  to  bring  business  intelligence  (Bl)  to  all  of  an 
organization's  employees,  not  just  to  the  expert  number  crunchers.  It 
wants  to  analyze  all  the  organization's  data,  not  just  the  stuff  stored 
in  databases  and  data  warehouses.  And  it  wants  to  make  the  analysis 
available  at  the  organization's  front  lines,  not  just  in  the  back  office. 

Compared  with  products  from  competing  enterprise  Bl  vendors,  such 
as  IBM's  Cognos  and  SAP's  Business  Objects,  MicroStrategy's  flagship 
software  holds  its  own  in  terms  of  features,  quality,  innovation  and 
pricing,  says  Cindi  Howson,  founder  of  research  firm  Bl  Scorecard.  And 
the  latest  release  has  made  it  easier  to  install,  she  says. 

The  company  has  extended  the  Bl  software  to  mobile  platforms,  such 
as  tablets  and  smartphones,  where  it  is  used  by  traveling  sales  reps 
and  in-store  salespeople.  Paul  Zolfaghari,  MicroStrategy's  president, 
calls  this  "salesforce  enablement." 


MicroStrategy 

Headquarters:  Vienna,  Va. 
Employees:  3,200 
2013  Revenue:  $576  million 
CEO:  Michael  Saylor 

What  They  Do:  MicroStrategy  offers 
business  intelligence  software,  called 
MicroStrategy  Analytics  Platform,  to 
examine  organizational  data  records. 
It  recently  launched  a  cloud  service, 
plus  a  desktop  version  for  visually  ori¬ 
ented  ad-hoc  analysis.  The  company 
also  offers  marketing  intelligence 
software  for  mobile  platforms. 


THE  CATCH 

The  Bl  market  has  changed  dramati¬ 
cally  in  the  past  few  years,  Zolfaghari 
acknowledges.  The  company  has  new 
competitors,  as  well  as  challenging 
new  sources  of  data  to  analyze. 

“Ten  years  ago,  everything  was  in 
a  relational  database.  Everyone  was 
looking  at  having  a  single  version  of 
the  truth,  in  a  centralized  enterprise 
data  warehouse,”  Zolfaghari  says. 
These  days,  data  can  come  from 
many  sources,  including  social  media 
sites  such  as  Facebook,  point-of-sale 
machines,  and  cloud  services  such  as 
Salesforce.com. 

The  company  also  faces  a  new  crop 
of  Bl  vendors,  such  as  Qlik,  Tableau 
and  Spotfire.  They  aim  to  address 
the  emerging  market  for  easy-to-use 
software  (with  strong  visualization 
features)  that  can  be  used  by  business 


managers  rather  than  seasoned  statis¬ 
tical  analysts,  says  Wayne  Eckerson, 
founder  of  Bl  Leader  Consulting.  As 
these  products  become  more  com¬ 
monly  used,  the  new  companies  start 
to  compete  with  MicroStrategy  on  its 
own  turf  for  enterprise-wide  sales. 

THE  SCORE 

To  compete  in  this  emerging  market 
of  departmental  use  of  Bl,  MicroStrat¬ 
egy  released  MicroStrategy  Analytics 
Desktop,  a  no-cost  product  that  allows 
more  casual  users— people  with  a 
fraction  of  the  configuration  expertise 
required  of  full-fledged  analysts— to 
generate  reports  and  make  queries 
against  their  own  sources  of  data. 

This  software  does  an  OK  job  of 
serving  the  new  market.  “MicroStrat¬ 
egy  is  doing  good  on  serving  the 
needs  of  individuals  now,  but  Tableau 


is  doing  excellent,”  Howson  says. 

Sticking  with  MicroStrategy  has 
benefits  though.  The  desktop  software 
can  be  integrated  with  an  enterprise¬ 
wide  MicroStrategy  deployment. 
That  allows  the  organization  to  keep 
its  enterprise  data  warehouse  and 
maintain  a  coherent  set  of  data,  rather 
than  letting  each  department  generate 
its  own  data  sets.  Bonus:  Running  a 
single  tool  for  all  Bl  operations  simpli¬ 
fies  IT  operations  as  well. 

Unlike  many  other  Bl  vendors, 
MicroStrategy  hasn’t  been  acquired 
by  a  larger  enterprise  software  ven¬ 
dor,  so  it’s  independent  and  focused 
entirely  on  the  Bl  market.  “Smaller 
companies  tend  to  be  easier  to  do 
business  with,”  Howson  says. 

Zolfaghari  says  every  MicroStrat¬ 
egy  product  was  developed  internally. 
As  a  result,  he  says,  “everything  we 
build  is  designed  to  work  with  every¬ 
thing  else  we’ve  built.” 


Joab  Jackson  is  a  correspondent  for  the 
IDG  News  Service. 
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Our  innovative  data  center  physical  infrastructure 
with  full-visibility  management  lowers  operating  costs. 


Rack-to-row-to-room-to-building  architecture  lowers  cost. 

Improving  both  efficiency  and  system  uptime  requires  a  second  look  at 
today’s  data  centers!  Featuring  innovative  and  industry-leading  physical 
infrastructure  components,  Schneider  Electric™  data  centers  uniquely 
span  traditional  IT  “white  space”  and  facilities  to  improve  interoperability, 
deliver  true  data  center  agility,  and  achieve  cost-saving  energy  and 
operational  efficiency.  Our  integrated  architecture  also  lowers  total  cost  of 
ownership,  enables  fast  and  easy  design  and  deployment,  and  promises 
the  highest  availability. 

It  comprises  best-of-breed  components  available  from  a  single  source  and 
through  a  global  supply  and  services  chain.  From  our  well-known 
APC  InRow™  cooling  units... to  our  innovative  EcoBreeze™  facility  cooling 
module  with  two  economizer  modes... to  our  unparalleled  data  center 
management  software  StruxureWare™  for  Data  Centers,  Schneider  Electric 
products  can  be  found  literally  in  every  data  center  domain. 

We  offer  the  most  energy-efficient  components  —  all  uniquely  engineered 
as  a  system.  In  the  long  run,  the  Schneider  Electric  rack-to-row-to-room- 
to-building  approach  reduces  total  data  center  life  cycle  cost  up  to  13 
percent  and  30  percent  of  data  center  physical  infrastructure  cost  over  1 0 
years!  In  fact,  it’s  the  foundation  of  our  Business-wise,  Future-driven™ 
data  centers. 


by  Schneider  Electric  by  Schneider  Electric 


>  EcoBreeze  with  Two  Economizer  Modes 

Only  the  scalable  EcoBreeze  automatically  switches 
between  air-to-air  heat  exchange  and  indirect 
evaporative  cooling  to  maximize  conditions  year-round. 

>  Data  Center  Facility  Power  Module 

Our  modular,  step-and-repeat  approach  to  facility  power 
lets  you  expand  capacity  in  500  kW  increments  as 
needed,  cutting  OpEx  by  up  to  35  percent  and  CapEx 
from  1 0  to  20  percent. 

>  StruxureWare  for  Data  Centers 

With  building-to-server  visibility,  StruxureWare 
for  Data  Centers  enables  you  to  make  informed 
decisions  about  your  physical  infrastructure. 

>  Reference  Designs 

Our  standardized  architectures  for  various  data  center 
configurations,  from  200  kW  to  20  MW,  reduce  time, 
cost,  complexity,  and  system  risk. 

>  Data  Center  Life  Cycle  Services 

Including  energy  management  services,  professional 
services  from  planning,  build/retrofit,  and  operations  help 
ensure  highest  system  availability  and  efficiency. 

Business-wise,  Future-driven.™ 


Get  on  the  road  to  data  center  efficiency 

with  our  FREE  white  paper  efficiency  kit  and  enter  to  win 

a  Samsung  Galaxy  Note  3 

Visit:  www.SEreply.com  Key  Code:  g416u  Call:  888-289-2722 


Schneider 

^Electric 
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OF  THE  UNEMPLOYED  CIO 


A  long  job  hunt  takes  a  personal  and  professional  toll. 
But  here's  howto  emerge  stronger  than  ever. 


You  got  fired.  You  were  laid  off.  You  resigned. 


However  it  happened,  you’re  out  of  work.  What  happens 
next  can  decide  how  the  next  several  years  go  for  you, 
and  for  your  family. 


BY  KIM  S.  NASH 


For  some  IT  executives,  the  job  hunt  can  be  long  and  arduous.  In 
2009,  as  world  economies  sank  into  recession,  Mark  Stone  spent  six 
months  looking  for  a  new  post  after  jewelry  chain  Zale  eliminated 
the  CIO  position.  For  Jerry  Hodge,  three  years  passed  between  when 
he  was  laid  off  as  senior  director  of  information  services  at  Hamilton 
Beach,  an  appliance  distributor,  and  when  he  landed  as  director  of  IT 
at  golf  equipment  company  Dynamic  Brands  last  year.  He  did  some 
contract  work  during  that  time,  but  the  pressure  of  the  search  got  to 
him.  “It  was  a  struggle  sometimes  to  maintain  your  emotions,”  he  says. 
“Flashpoints  were  so  low.”  And  now  he’s  again  in  search  of  a  job.  (See 
“Three  Years  That  Changed  His  Life,”  Page  26.) 

Not  only  can  self-esteem  erode  and  depression  set  in  for  job  hunters, 
but  whole  families  can  find  themselves  worried  about  the  future.  Mar¬ 
riages  can  disintegrate.  Hodge  got  divorced  during  his  job  search.  Mark 
Tonnesen  had  some  difficult  conversations  about  finances  with  his 
family  after  he  left  the  CIO  position  at  Electronic  Arts  last  July.  They 
weren’t  in  financial  danger,  he  says,  but  having  little  or  no  money  com- 
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Mark  Stone  admits  that,  when 
he  lost  his  CIO  job  in  2009,  he 
was  ill-prepared  for  interviewing. 
But  his  pay-it-forward  approach 
to  networking  has  paid  off. 
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ing  in  was  nonetheless  stressful.  “You  have 
to  be  open  and  honest,”  he  says.  “I  won’t  say 
it  was  easy.  It  was  a  continual  process  with 
my  wife  and  family.”  (See  “The  Next  Job: 
Not  Necessarily  CIO,”  Page  28.) 

Mentally  and  emotionally  preparing 
for  a  protracted  search  is  critical,  says  Iain 
McKeand,  director  of  the  U.K.  CIO  practice 
at  recruiter  Harvey  Nash.  Not  only  does  the 
supply  of  CIO  candidates  worldwide  far 
exceed  the  demand,  he  says,  but  the  busi¬ 
ness  climate  has  also  changed  since  the  last 
time  many  CIOs  conducted  a  search. 

Where  a  CIO  may  once  have  received 
job  offers  based  on  reputation  and  well- 
known  IT  achievements,  those  factors  are 
only  part  of  the  equation  today.  The  Great 
Recession,  followed  now  by  an  intense 
period  of  digital  disruption,  has  left  some 
companies— some  CEOs,  really— unsure 
of  what  they  want  from  a  CIO.  To  improve 
the  company’s  use  of  IT?  Yes.  To  help  set 
corporate  strategy?  Maybe.  To  develop  new 
products  and  services?  Well,  that  might  be 
nice  if  I  find  the  right  person.  To  transform 
the  company  for  digital  business?  Isn’t  that 
someone  else’s  job? 


“A  CIO  has  to  be 

an  all-singing,  all¬ 
dancing  individual.  ” 

-IAIN  McKEAND,  RECRUITER,  HARVEY  NASH 


Today,  says  Erik  Viens,  CIO  of  the  chem¬ 
istry  products  and  services  distributor 
Univar,  an  IT  executive  must  understand 
business  and  macroeconomics,  in  addition 
to  knowing  his  target  company’s  challenges 
and  how  he  can  appeal  directly  to  the  CEO 
and  board  of  directors.  Viens  interviewed 
for  several  CIO  jobs  while  he  consulted 
from  2009  to  2011.  Entrepreneurial  flair, 
technology  know-how,  visionary  skills  and 
talent  management  are  just  a  few  of  the 
assets  a  top  CIO  must  possess,  he  says. 

Or,  as  McKeand  puts  it,  “A  CIO  has  to  be 
an  all-singing,  all-dancing  individual.” 

But  it’s  hard  to  dance  when  rejections 
pile  up  and  leads  dwindle.  The  average 
length  of  unemployment  for  an  American 
worker  is  just  over  37  weeks,  according 
to  the  latest  data  from  the  Department  of 
Labor.  More  than  37  percent,  or  4.1  million, 
of  the  10.9  million  Americans  without  jobs 
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Three  Years  That 
Changed  His  Life 

►  JERRY HODGE 

Jerry  Hodge  says  he  probably  experienced  every  emotion  there  is  dur¬ 
ing  his  job  hunt.  He  searched  for  a  full-time  position  for  three  years 
after  being  laid  off  as  senior  director  of  information  services  at  Ham¬ 
ilton  Beach  in  2010.  At  times  angry  or  depressed,  then  sometimes 
sentimental  and  sanguine,  Hodge  says  this  period  changed  his  life. 

At  first  he  confined  his  search  to  the  area  around  Richmond,  Va., 
where  he  lives.  As  the  months  passed,  he  expanded  his  range  to  the 
southeast  coast,  not  wanting  to  be  more  than  a  half-day's  drive  from 
his  two  sons,  who  were  in  elementary  and  middle  school  then.  He 
and  his  wife  divorced  during  this  time,  compounding  the  stress. 

Geek  that  he  is,  he  says,  he  kept  a  spreadsheet  of  the  more  than 
200  job  inquiries  he  made  and  their  results.  It  was  one  way  to  bring 
order  to  a  situation  that  felt  chaotic.  "Unfortunately,  unemployment 
is  not  like  a  project,”  he  says.  "You  don't  know  when  it's  going  to  end." 

He  didn't  miss  a  mortgage  payment,  but  he  had  to  dip  into  sav¬ 
ings,  he  says.  "But  certainly  not  some  of  the  desperate  moves  other 
people  have  had  to  do." 

A  close  friend  was  let  go  from  his  company  at  about  the  same 
time.  And  a  group  of  10  CIOs  around  Richmond  meets  regularly  to 
talk.  "We  had  each  other  to  lean  on  and  ask  the  philosophical  ques¬ 
tions,"  he  says.  That  includes  grappling  with  issues  of  self-esteem 
and  family  relationships  that  arise  when  going  through  professional 
upsets.  "I  could  call  any  one  of  the  group  and  say,  'I'm  struggling.  1 
need  someone  to  talk  to,"'  he  says.  "They've  been  there.  Likewise,  I'm 
there  for  them.  There  isn't  anybody  who  is  just  a  taker." 

He  landed  as  director  of  IT  at  Dynamic  Brands  last  July,  and  in  Janu¬ 
ary  they  "parted  ways.”  Hodge  is  again  looking  and  hopeful  to  get  a 
9-  or  12-month  contract  position  through  contacts  still  warm  from  his 
2013  search.  He's  determined  to  stay  positive.  "That's  the  only  atti¬ 
tude  you  can  take,"  he  says,  adding  that  recruiters  pick  up  on  negative 
vibes.  "This  is  just  a  temporary  bump  in  the  road."  -K.S.N. 


"This  is 
just  a 

temporary 

bump  in  the 

road."  -Jerry  Hodge 
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Unparalleled  Application  Performance 
with  Cisco  Servers. 

Find  out  more  at  cisco.com/servers 
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For  more  performance  information,  visit  cisco.com/go/ucsbenchmarks. 

1.  Based  on  SPECjbb2005  benchmark  on  Cisco  UCS  C220  M3  server  at  1,584,567  BOPS,  792,284  BOPS/JVM.  2.  Based  on  TPC  Benchmark  C  Results  on  2  Processor  Systems.  Cisco  UCS  C240  M3  High-Density  Rack  Server  with  Oracle  Database  1 1g 
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Intel,  the  Intel  logo,  Xeon  and  Xeon  Inside  are  trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries.  All  other  trademarks  are  the  property  of  their  respective  owners. 
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are  considered  long-term  unemployed- 
jobless  for  at  least  27  weeks.  That’s  down 
from  45  percent  in  2010  and  2011,  but  it’s 
still  bad  news:  The  long-term  unemployed 
have  just  a  12  percent  chance  of  finding  a 
full-time  job  in  any  given  month. 

For  CIOs,  a  job  search  can  take  six 
months,  sometimes  longer.  Those  who 
have  endured  the  unemployment  journey 
recommend  establishing  meticulous  job- 
hunting  routines,  swapping  stories  (and 
tips  and  fears)  with  other  out-of-work  execs, 
and  updating  your  approach  to  job-hunt¬ 
ing.  The  way  you  target  companies  prob¬ 
ably  needs  a  revamp.  Your  view  of  the  CIO 
role  may  not  match  the  jobs  available.  Some 
IT  executives  are  finding  that  positions  that 
fulfill  their  desires  and  fill  out  their  resu¬ 
mes  aren’t  necessarily  called  “CIO.” 

More  Give  Than  Take 

On  the  day  in  February  2009  when  Mark 
Stone  was  thrown  into  the  job  market  as 
Zale  did  away  with  his  CIO  position,  he 
hadn’t  written  a  resume  in  14  years.  He 
hadn’t  thought  to  build  his  peer  network 
in  almost  as  long.  Stone  floundered  for  the 
first  two  months,  scraping  through  an  out¬ 
dated  Rolodex  for  leads.  When  he  nabbed 
even  an  informal  meeting,  he  says,  he 
couldn’t  explain  what  he  did  best.  “I  was  ill- 
prepared  for  interviewing.  The  job  market 
had  changed,”  he  says.  “I  was  clueless.” 

Then  Stone,  who  has  degrees  in  account¬ 
ing  and  divinity,  devised  for  himself  a 
new  approach  to  networking  based  on  an 
economy  of  goodwill.  He  decided  to  help  as 
many  people  as  he  could  through  mentor¬ 
ing,  job  tips  and  technology  advice,  among 
other  methods.  He  met  for  breakfasts  and 
lunches  and  attended  local  professional 
groups  and  conferences.  His  pay-it-for- 
ward  idea  is  that  once  you’ve  helped  some¬ 
one,  they  may  want  to  return  the  favor  and 
actively  look  for  ways  to  do  it. 

The  conversations,  meanwhile,  helped 
him  hone  his  professional  pitch  and 
revealed  companies’  hidden  opportunities 
and  needs  he  wouldn’t  have  known  about 
otherwise,  he  says.  Six  months  later,  he  was 
hired  as  CIO  of  Safety-Kleen,  an  environ¬ 
mental  clean-up  company. 

Ever  since,  he  has  sent  a  newsletter 
about  this  professional  life  to  his  contacts, 
as  well  as  maintained  a  vigorous  mentor¬ 
ing  schedule.  Stone  was  at  Safety-Kleen 
for  more  than  three  years  when  it  was 


The  Next  Job: 

Not  Necessarily  CIO 

^MARKTONNESEN 

Sometimes  adverse  business  events  can  interrupt  a  CIO's  career,  as 
Mark  Tonnesen,  former  CIO  of  Electronic  Arts,  knows. 

Tonnesen  was  at  Electronic  Arts  for  16  months,  helping  build  the 
company's  cloud  computing  setup  to  support  its  online  and  mobile 
gaming  business.  But  revenues  have  swung  up  and  down  for  the 
past  several  years,  and  CEO  John  Riccitiello  resigned  in  March  2013. 
Tonnesen,  whom  Riccitiello  had  hired,  soon  followed. 

Now  Tonnesen,  who  has  also  been  CIO  at  IT  vendors  McAfee 
and  Logitech,  isn't  necessarily  looking  for  another  CIO  post.  He  is 
focused  on  high-growth  companies  where  he  can  influence  business 
strategy.  That  could  mean  a  senior  role  in  operations  or  customer 
service,  he  says. 

To  make  it  happen,  he  spends  about  an  hour  a  day  on  Linkedln, 
refining  his  profile  and  communicating  with  his  network.  He  sets 
up  about  five  breakfast,  lunch  or  dinner  meetings  per  week,  reserv¬ 
ing  Fridays  for  family  time.  The  meetings  help  him  define  his  own 
strengths  and  selling  points,  Meanwhile,  Tonnesen  consults  on  cloud 
computing  and  is  a  temporary  ClO-for-hire. 

Unemployment  is  frustrating  in  some  surprising  ways,  he  says. 
For  example,  the  administrative  work  of  tracking  job-hunt  expenses 
and  wading  through  private  health  insurance  options  can  be  oner¬ 
ous.  Also,  Tonnesen  has  opened  up  his  job  search  worldwide.  One 
day  he  could  be  flying  to  Chicago,  another  he  might  do  phone  inter¬ 
views  with  a  European  company,  and  third  day  could  be  quiet  with 
no  interviews.  "There  was  nothing  about  it  that  was  routine,"  he 
says.  -K.S.N. 


"There  was 
nothing 
about  it 
that  was 

routine." 

-Marc  Tonnesen 
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GAME  CHANGER. 


Big  wins  are  the  sum  of  small  victories.  Though  each  team  member  owns  a 
different  task,  they  all  share  a  common  goal:  elite  performance.  Four  out  of  five 
Fortune  500  companies  rely  on  us  for  advanced  business  technology  and  customized 
solutions  to  fit  their  needs.  Our  team  of  experts  help  produce  the  types  of  wins  that 
propel  your  business  to  the  next  level.  Week  after  week,  windstreambusiness.com 
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acquired  and  the  new  owner  installed  its 
own  senior  executives.  In  January  2013,  he 
told  his  network  he  was  again  out  of  a  job 
and  soon  received  lots  of  leads.  “They’ve 
now  got  the  opportunity  to  help  me  back,” 
he  says.  “It  was  like  lighting  a  match  to  a 
pile  of  dry  kindling.” 

In  April,  he  started  as  CIO  for  The  Texas 
A&M  University  System.  Stone’s  best  job¬ 
seeker  advice:  “Never,  ever  disappear.” 

Your  Best  You 

Seasoned  CIOs  will  say  that  in  targeting 
potential  employers,  you  want  to  match 
your  skills  to  the  job  opening  and  to  the 
overall  corporate  culture.  But  you  have  to 
do  it  without  losing  yourself.  A  big  mistake 
Stone  made  at  first,  for  example,  was  try¬ 
ing  to  become  what  he  thought  the  person 
across  the  table  wanted,  rather  than  pre¬ 
senting  what  makes  him  unique. 

What’s  crucial,  says  Viens,  a  longtime 
CIO,  is  to  create  a  statement  about  yourself 
that  makes  you  stand  out.  It  can  be  hard  to 
position  yourself  correctly  in  the  short  time 
you  get  with  company  executives.  As  he 
has  sought  senior  IT  leadership  positions 
over  the  years,  he  has  struggled  with  how 
to  get  the  right  people  to  pay  attention  and 
hear  what  he  wanted  them  to  hear,  he  says. 
“They  make  decisions  based  on  a  very  par¬ 
tial  view  of  you.”  (See  “Meticulous  Prepara¬ 
tion  to  Showcase  His  Skills,”  this  page.) 

It  takes  stamina  to  maintain  a  gruel¬ 
ing  cycle  of  preparing,  interviewing  and 
re-interviewing,  then  being  evaluated, 
discussed  and  dissected.  Throw  in  some 
psychometric  testing,  where  companies 
use  a  series  of  questions  often  administered 
by  a  psychologist  to  discern  attitudes  and 
personality  traits,  and  a  job-seeker  can  feel 
drained,  says  McKeand,  from  Harvey  Nash. 
“I’ve  seen  some  [candidates]  pull  out  of  the 
process  because  of  these  methods,”  he  says. 

Game-Changers  Need  Not  Apply 

We  hear  a  lot  about  how  good  CIOs  should 
help  set  company  strategy  and  spin  new  rev¬ 
enue  out  of  customer  data.  While  you  may 
want  to  do  such  work,  it’s  not  part  of  the 
typical  CIO  job  description,  says  recruiter 
Martha  Heller,  president  of  Heller  Search 
Associates.  Rather,  it  comes  with  power  and 
status  earned  in  the  role  over  time. 

Usually,  a  CIO  position  is  open  because 
something  is  wrong  in  the  company’s  IT 
department  and  the  CEO  wants  a  new 


Meticulous  Preparation 
to  Showcase  His  Skills 

^ERIKVIENS 

Experienced  CIO  Erik  Viens  was  in  the  job  hunt  in  2009  and  2010. 

He  had  left  Invista,  a  chemical  company  owned  by  Koch  Industries, 
intending  to  retire,  but  found  he  missed  work.  He  then  got  into  con¬ 
sulting  while  looking  for  a  full-time  CIO  position-a  process  he  hadn't 
undertaken  for  a  couple  of  decades.  He  had  joined  DuPont  in  1981 
and  later  progressed  through  the  IT  ranks  before  being  selected  to 
help  lead  Invista  as  DuPont  spun  it  out  into  a  separate  company. 

If  a  CIO  targets  the  Fortune  500,  he  says,  "it  can  be  daunting  to  be 
looking  for  a  job  where  there  might  be  10  jobs  a  year  and  there  are 
100  really  qualified  people  looking." 

Viens  laments  that  interviewers  can't  get  to  know  you  well,  even 
during  a  whole  grueling  day  of  talks,  meals  and  glad-handing.  He 
recommends  interviewees  undertake  meticulous  preparation  that 
includes  researching  the  company's  business  issues  and  enumerat¬ 
ing  how  potential  solutions  match  your  own  skills.  For  an  interview 
with  a  $7  billion  metals  manufacturer,  Viens  created  a  PowerPoint 
presentation  outlining  how  his  style  of  leadership  could  benefit  the 
company,  given  the  challenges  and  competition  it  faced.  He  also 
made  a  spreadsheet  for  himself  showing  ways  his  experience,  skills 
and  ideas  matched  each  part  of  the  job  description  he'd  been  given. 

"Be  aggressive  about  showing  them  what  you  want  them  to 
know,"  he  says.  But,  he  adds,  be  aware  that  even  if  you  come  off 
flawlessly,  the  final  decision  may  be  based  on  criteria  that's  out  of 
your  hands,  such  as  another  candidate  not  needing  to  relocate.  "It 
can  be  a  very  traumatic  situation  for  a  lot  of  people." 

Last  September,  he  joined  Univar,  a  privately  held  distributor  of 
chemistry  products  and  services,  as  CIO. 

The  unemployment  experience  has  made  him  more  sensitive  to 
peers  when  they're  in  a  similar  situation,  he  says.  He  provides  men¬ 
toring,  references  and  feedback  as  much  as  he  can.  "I  do  that  much 
better  now  because  I've  experienced  it."  -K.S.N. 


"Be  aggressive 

about  showing 
them  what  you  want 
them  to  know." 

-Erik  Viens 
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leader  to  fix  it,  Heller  says.  For  example, 
projects  may  be  failing,  or  IT  may  not  get 
along  well  with  the  rest  of  the  company,  she 
says.  Having  the  CIO  put  technology  into 
core  products  and  meet  with  external  cus¬ 
tomers  is  far  down  on  the  priorities  list. 

Michael  Iacona  found  as  much  during 
his  search  in  2012.  He  had  left  the  CIO  job 
at  advertising  firm  TMP  Worldwide  and 
wanted  a  spot  where  he  could  significantly 
influence  a  company’s  performance,  he  says. 
“CEOs  aren't  asking  that  of  CIOs,  a  lot  of 
times,”  he  says.  Some  CEOs  and  boards  of 
directors,  which  influence  CIO  hiring,  are 
skeptical  of  the  IT  leader  doing  anything 
other  than  making  technology  run,  he  says. 
After  making  it  to  the  final  two  candidates 
a  few  times  but  not  getting  the  job,  Iacona 
decided  to  branch  out  from  the  CIO  role. 
(See  “Stint  Analyzing  Mergers  Leads  to 
Higher  Office,”  this  page.) 

Mike  Clifford,  former  CIO  of  Whole 
Foods  Markets,  has  been  on  a  “personal 
sabbatical”  since  September  2012  and  now 
expects  that  his  next  gig  will  not  be  as  a  CIO. 
Clifford  left  the  $13  billion  grocery  chain 


“I  was  ill-prepared  for 

interviewing.  The  job 
market  had  changed. 

I  was  clueless:’ 


-MARK  STONE,  FORMER  CIO,  ZALE 


after  12  years  due  to  what  he  calls  a  mutual 
decision  that  “it  was  time  for  a  different 
voice”  to  lead  IT  there.  He  had  some  explor¬ 
atory  talks  about  other  CIO  and  CTO  jobs 
but  realized  he  wasn’t  committed  to  the  role. 
He  was  tired  of  answering  technology  ques¬ 
tions,  he  says.  “My  heart  wasn’t  in  it.” 

This  year-plus  of  reflection  has  him  con¬ 
templating  operations  jobs  that  contribute 
to  growing  a  young  company.  He’s  no  longer 
driven  to  chase  titles  for  personal  accom¬ 
plishment,  he  says.  And  given  that  there 
is  a  limited  number  of  large  companies  in 
the  Austin  area  where  he  lives,  he  doesn’t 
foresee  an  enticing  CIO  job  opening  soon.  “I 
will  find  something  I  want  rather  than  doing 
something  someone  just  needs.”  EDS 


►  MICHAEL  IACONA 


In  late  2011,  CIO  Michael  Iacona  was  looking  for  something  new  after 
five  years  at  advertising  firm  TMP  Worldwide.  He  was  able  to  negoti¬ 
ate  a  one-year  severance  package  that  provided  a  "long  runway"  he 
could  use  to  devote  himself  to  the  search,  he  says-it  gave  him  up  to  a 
year  to  find  the  right  job.  For  him,  that  meant  a  New  York-area  com¬ 
pany  where  he  could  take  risks  and  learn.  Although  he  wasn't  set  on 
finding  another  CIO  role,  specifically,  he  did  interview  for  several  at 
very  large  companies. 

Each  time,  he  made  it  to  the  final  two  and  didn't  get  it.  At  TMP,  he 
had  150  people  reporting  to  him.  At  these  prospective  CIO  positions, 
we  would  have  had  thousands  on  his  staff.  "I  was  a  quality  candi¬ 
date,  but  1  realized  the  odds  of  them  taking  a  shot  on  [me]  were  low," 
he  says.  "They  want  the  person  who's  been  there,  done  that." 

After  six  months,  he  had  multiple  offers  for  CIO  or  CTO  roles  but 
chose  to  take  a  more  "intriguing"  job:  He  went  to  Thomson  Reuters 
as  a  VP  in  the  technology  organization,  overseeing  mergers  and 
acquisitions-a  newly  created  role  he  knew  would  enhance  his  pro¬ 
fessional  stature.  He  learned  a  lot  about  assessing  businesses  and 
about  the  critical  part  IT  plays  in  making  an  acquisition  successful. 
"That  was  invaluable,"  he  says. 

Meanwhile,  an  opportunity  he  explored  before  joining  Thomson 
Reuters  was  coming  to  fruition.  He  had  met  several  times  with  the 
founder  of  the  Institute  for  Integrative  Nutrition,  an  online  education 
company,  and  acted  as  an  adviser  there  on  the  side.  Now  the  founder 
was  looking  for  a  president  to  oversee  operations.  Iacona  joined  the 
company  in  February  2013,  making  him  one  of  the  rare  CIOs  who 
make  the  leap  to  the  head  office. 

Maintaining  that  relationship,  even  when  it  didn't  turn  into  any¬ 
thing  right  away,  proved  to  Iacona  the  value  of  keeping  feelers  out. 
"It's  a  chess  match.  You  think  two  moves  ahead."  -K.S.N. 


"It's  a  chess 
match. 

You  think 
two  moves 
ahead." 


Contact  Managing  Editor  Kim  S.  Nash  at  knashtg) 
cio.com.  Follow  her  on  Twitter:  @knash99. 


-Michael  Iacona 
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Provide  automated  self-service  that  allow  your 
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Outside  the  Firewall 


Up-and-coming  IT  leaders  increasingly  focus  on  external 
customers  and  creating  new  products  and  services 

BY  MARY  K.  PRATT 


NICK  SEWELL  sounds  more  like  a  marketing  manager  than  an 

IT  leader.  He  talks  about  the  need  to  understand  what  customers  want,  to  deliver  products 
that  fulfill  customer  needs,  to  stand  up  for  the  customer. 

But  Sewell,  director  of  IT  programs  for  Western  Union  Business  Solutions,  knows  that  tech¬ 
nology  plays  a  vital  role  in  keeping  customers  happy  as  they  use  Western  Union  to  move  their 
money  around  the  world.  “Technology,”  he  says,  “is  absolutely  a  differentiator  in  the  market.” 

Sewell  is  one  of  the  up-and-coming  executives  honored  this  year  by  the  Ones  to  Watch 
awards  program,  which  is  administered  by  the  CIO  Executive  Council  to  identify  promising 
IT  leaders.  Many  of  the  2014  honorees— like  Sewell— are  focused  on  using  IT  to  serve  external 
customers  and  develop  new  products  or  services. 

“The  biggest  trend  I’ve  seen  is  turning  away  from  an  IT-centric  view  to  a  customer-centric 
view  of  how  we  give  service,”  says  honoree  Carrie  Rasmussen,  vice  president  of  IT  customer 
service  and  support  for  the  grocery  and  drug  retailer  Safeway. 

That  shift  comes  with  a  new  set  of  challenges  and  skill  requirements. 

For  example,  Sewell  and  his  50-member  IT  team  need  to  understand  what  the  company’s 
100,000  business  customers  need  from  Western  Union  and  then  deliver  systems  that  make 
them  want  to  pick  Western  Union  over  its  competitors.  For  traditional  IT  departments,  that’s 
a  new  way  of  thinking. 

Miles  Apart 

“The  distance  between  us  and  the  customer  is  traditionally  far  too  big.  It’s  immense.  You  might  have 
a  guy  doing  coding  or  testing  who  will  take  his  requirements  or  direction  from  a  project  manager 
who  might  work  with  a  business  analyst  who  works  with  a  product  person  who  works  with  a 
salesperson  who  talks  to  the  customer.  There  are  five  or  six  steps  between  the  person  providing 
us  with  the  real  need  and  the  person  actually  delivering  that.  My  view  is,  you  have  to  cut  all  those 
steps  out  and  have  as  much  direct  contact  with  the  customer  as  possible,”  Sewell  says.  ►  ► 
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Ones  to  Watch : :  winners 

This  annual  awards  program,  administered  by  the  CIO 
Executive  Council,  identifies  rising  stars  in  IT.  To  be  honored, 
these  future  CIOs  must  have  demonstrated  leadership, 
driven  innovation  and  delivered  value  to  their  business. 


Omer  F.  Awan 

Administrative  Director 
Memorial  Hermann 
Health  System 


Jim  Dolphin 

SVP,  Retail  &  Direct 
Technology 

Capital  One 


Carrie  Rasmussen 

VP  of  IT  Customer 
Service  and  Support 

Safeway  Inc. 


36 


Bob  Bruns 

VP  of  Infrastructure 

Services 

Avanade 

Frank  D.  Cavaliere 

Director  of  Infrastruc¬ 
ture  and  Operations 

Covanta  Energy  Corp. 


Arun  Ganesan 

VP  of  Infrastructure  and 
Data  Services 

Esurance 

Tina  Gehrts 

VP  of  Management 
Information  Systems 
Thomson  Reuters 


Michael  Cirafesi 

CTO  &  Partner 
CSC  Consulting 


Linda  Howard 

SVP  Si  Deputy  CIO 

SAIC 


Carole  Davidson 

VP  of  IT,  Business 
Collaboration,  Strategy 
and  Integration 

The  Clorox  Company 


For  a  list  of  the 

JUDGES, 

go  to: 

www.cio.com/ 

article/747886 


Travis  Howerton 

CTO 

National  Nuclear 
Security  Administration 

Ashok  Kumar 

VP  of  Self-Service, 
Consumer  and  Mass 
Business 

Verizon 

Kelly  LoParrino 

VP  of  IT  Planning  and 
Service  Management 

Endurance 


Adrianne  Day 

Chief  of  IT  Governance, 
Business  Management 
and  Project  Manage¬ 
ment  Office  Divisions 
Army  Contracting 
Command 

Richard  de  Lange 

Asia  CIO 
General  Electric 
Energy  Management 


Judd  Nicholson 

Deputy  CIO 

Georgetown  University 

Patrick  O'Keeffe 

VP  of  Passenger 
Services  System  and 
Corporate  Technology 

American  Airlines 

Pam  Parisian 

SVP  of  IT  Mobility 
ATStT  Services  Inc. 


Nikhil  Reddy 

SVP  of  Information 
Services  Investments 
Baylor  Scott  &  White 
Health 

Dr.  David  M.  Seo 

Associate  Vice  President 
for  Clinical  Applications, 
Chief  Medical 
Informatics  Officer, 

Chief  Research 
Information  Officer 
University  of  Miami 
Miller  School  of  Medicine 

Nick  Sewell 

Director  of  IT  Programs 
Western  Union  Business 
Solutions 

Garland  Straub 

Director  of  Technology 

Yum!  Brands,  KFC 
Division 

JohnSwieringa 

VP  of  IT  Application 
Development  and 
Architecture 
DISH  Network 

Mark  Wilson 

VP  of  Product 
Development 

SguareTwo  Financial 


He’s  doing  just  that,  talking  directly  with  key 
customers  and  assigning  IT  staffers  to  work  with 
Western  Union’s  client  advisory  council  so  they 
meet  with  customers,  too. 

Tina  Gehrts,  vice  president  of  management 
information  systems  with  Thomson  Reuters,  is 
taking  a  similar  approach.  Gehrts  and  her  team 
reach  out  to  e-commerce  clients  in  new  forums  like 
sales  meetings  to  find  out  what  they  need  and  how 
they  want  to  interact  with  her  company. 

“You  have  to  put  yourself  much  more  into  an 
end  customer’s  mind,  make  sure  you’re  attuned 
to  what  they  need  and  be  attentive  to  the  different 
end  markets,”  she  says. 

Technology  can  help  IT  better  understand  those 
external  customers,  Rasmussen  says.  Safeway  uses 
data  gathered  from  call  centers,  field  services  and 
other  sources  to  help  her  team  identify  what  shop¬ 
pers  want  from  mobile  apps,  Safeway  portals  and 
self-service  technologies. 

The  additional  challenge  for  IT  teams  working 
for  external  customers  is  contending  with  a  wider 
range  of  technology  platforms  as  well  as  end-user 
skills.  Rasmussen,  for  example,  says  her  team 
must  deliver  applications  that  work  for  all  types 
of  mobile  phones,  tablets,  desktops  and  laptops. 
They  must  also  develop  applications  that  work  for 
users  at  all  skill  levels,  because  external  customers 
can’t  be  brought  in  for  mandatory  training  on  new 
systems  the  way  internal  folks  can. 

Not  So  Different? 

But  Ones  to  Watch  honoree  Jim  Dolphin,  senior 
vice  president  for  retail  and  direct  technology  at 
Capital  One,  says  developing  for  external  custom¬ 
ers  isn’t  completely  different  than  what  many  IT 
departments  already  do.  He  says  the  1,000  associ¬ 
ates  in  Capital  One’s  IT  department  are  expected  to 
think  about  the  same  questions  regardless  of  who 
ends  up  with  the  technology:  How  will  the  technol¬ 
ogy  help?  What  will  the  experience  be  like  for  the 
user?  How  can  we  give  them  the  best  experience? 

So  Dolphin  says  the  skills  that  IT  workers  need 
when  serving  external  customers  are  similar  to 
those  generally  sought  in  technologists  today:  the 
ability  to  communicate  and  understand  business 
needs,  coupled  with  technical  aptitude. 

Yes,  it’s  a  tall  order.  But  these  award-winning 
IT  leaders  say  they’re  training  their  staff  members 
to  ask  the  right  questions,  to  explore  customers’ 
responses,  to  tease  out  what’s  bothering  custom¬ 
ers  and  what  they’re  trying  to  achieve,  and  to  take 
ownership  in  meeting  those  needs.  And  that,  these 
up-and-comers  say,  is  just  an  extension  of  what 
they’ve  been  doing  all  along,  ram 


Mary  K.  Pratt  is  a  freelance  writer  based  in  Massachusetts. 
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Preparing  for  the  Worst 


A  successful  business  continuity  plan  requires 
prioritization,  awareness  and  testing 

MICHAEL  ROSELLO,  ALLIANCE  DATA 
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To  really  assess  the  effectiveness  of  a  business  continuity  and  disaster  recovery 
plan,  you’d  need  to  invoke  it,  but  you’d  never  want  to  do  that.  We’ve  spent  a  lot  of 
time  over  the  past  five  years  crafting  every  aspect  of  our  plan— from  making  the 
process,  methodology  and  technology  investments  that  support  business  continuity 
to  testing  it  in  mock  exercises.  As  a  mid-market  company,  we  have  established  many 
partnerships,  and  our  partners  have  their  own  business  continuity  and  disaster 
recovery  processes,  so  we  are  continually  revamping  our  plans  to  work  with  theirs. 
Our  partners  are  just  as  critical  to  our  continuity  processes  as  our  own  business 
units.  Ultimately,  a  plan  is  only  as  good  as  all  the  people  who  go  along  with  it. 

We  conduct  a  business  impact  analysis  on  our  environment  to  prioritize  the  ►  ►  ► 
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Hall  2,  Stand  B49(B56) 


Four  or  Two  Hot-Pluggable  Nodes  in  2U 


Twin  Pro2  TM 

SYS-2027PR-HT/C0/C1  (T)R 


TwinPro™ 

SYS-2027PR-DT/C0/C1  (T)R 


Four  or  two  hot-pluggable  systems  (nodes)  in  a  2U  form  factor. 
Each  node  supports  the  following: 


•  Dual  Intel®  Xeon®  processor  E5-2600  &  E5-2600  v2  product  families;  QPI  up  to  8GT/s 

•  Up  to  1TBECCDDR3  up  to  1866MHz  memory  in  16  sockets 

•  1  PCI-E  3.0  xl  6  slot;  1  PCI-E  3.0  x8  slot  (TwinPro) 

•  PCI-E  SSD,  dual  SFP+,  or  GPU  via  "0  slot"  flexible  rear  expansion 

•  LSI  3008/3 1 08  controller  for  8x  1 2Gbps  SAS  3.0  ports 

•  Intel®  C606  controller  for  6x  SATA3/2  ports 

•  Dual  Intel®  X540 1 0GBase-T  (-T  versions); 
or,  Intel®  i350  dual  port  Gigabit  Ethernet 

•  8x  (TwinPro)  or  6x  (TwinPro2)  hot-swap  2.5"  HDD  bays 

•  Onboard  FDR/QDR  InfiniBand 

•  1 280W  /  2000W  redundant  Platinum  Level  (94%)  power  supplies 


•  IPMI  2.0  +  KVM  with  dedicated  LAN 


V«A’, 

www.supermicro.com/TwmPro 

©  Super  Micro  Computer.  Inc.  Specifications  subject  to  change  without  notice. 

Intel  the  Intel  logo,  Xeon,  and  Xeon  Inside  are  trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S  and/or  other  countries. 
All  other  brands  and  names  are  the  property  of  their  respecth/e  owners. 
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►  ►►  Business  continuity  Continued  from  Page  38 


most  critical  components  and  test  those.  When  you  work  with  multibillion- 
dollar  enterprises  that  have  lots  of  moving  parts  spread  over  the  country, 
you  can’t  test  everything.  Even  though  we  do  quarterly  tests  and  feel  as  an 
organization  that  we  have  accounted  for  everything,  there  is  always  going 
to  be  a  level  of  uncertainty.  The  only  way  to  know  you  are  prepared  is  to  go 
through  an  actual  disaster. 

SCOTT  CARL,  PARSONS 

RAISE  AWARENESS  AND  MANAGE  EXPECTATIONS 


Our  engineering  and  construction  business  focuses  on  what  we  call  busi¬ 
ness  resiliency  services.  With  the  types  of  infrastructure  projects  we  design 
and  build,  climate  change  will  affect  our  customer  assets.  Some  failures  will 
result  from  a  catastrophic  event  like  Hurricane  Sandy,  and  others  will  be 
caused  by  wear  and  tear  due  to  chronic  adverse  weather  conditions.  Our 
objective  is  to  incorporate  resiliency  into  the  assets  that  we  design,  build 
and  operate  for  our  customers.  We  maintain  data  in  the  field  as  well  as  in 
our  data  centers,  and  we  do  a  lot  of  engineering  and  CAD  work  with  custom¬ 
ers  through  joint  ventures.  Our  business  continuity  efforts  support  those 
services  so  that  we  can  recover  and  continue  to  work  on  projects  just  as  we 
can  with  our  enterprise  services. 

Our  external  customer  focus  informs  what  we  do  for  our  internal  IT  ser¬ 
vices.  We  work  directly  with  the  business  on  recovery  expectations,  as  some 
areas  are  more  critical  than  others  and  require  faster  recovery.  Emphasizing 
awareness  and  education  with  business  leadership  is  essential.  We  estab¬ 
lished  a  business  continuity  governance  team  with  representatives  from 
all  of  our  business  units  and  corporate  leadership  ranks.  Through  regular 
meetings,  we  plan  business  continuity  efforts  that  factor  in  the  safety  of  our 
personnel  and  the  continuity  of  IT  and  business  services. 
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knowledge  they  need  to  succeed  as  IT 
leaders  and  the  skills  they  need  to  keep 
valuable  IT  talent  from  walking  out  the 
door.  Learn  more  about  how  CIO  Group 
Mentoring  can  help  differentiate  your 
business  by  growing  strong  leaders. 
council.cio.com/CIOgroupmentoring 
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Is  Your  IT  Unit  Relevant? 


evaluate  What  is  your  IT  organi¬ 
zation's  relationship  with  business 
stakeholders?  To  become  the  innova¬ 
tion  engine  for  your  organization,  it's 


O 


crucial  to  understand  exactly  how  IT  is 


O 


perceived,  In  its  Future-State  ClOJourney, 


O 


the  CIO  Executive  Council  recommends 


O 

o 

o 

o 

o 

o 


that  CIOs  elevate  their  relationship  with 
other  parts  of  the  business,  progress¬ 
ing  from  the  provider  level  to  partner  to 
peer.  Take  this  assessment  to  find  out 
where  you  stand.  There  is  also  a  version 


DARREN  DWORKIN,  CEDARS-S1NAI  MEDICAL  CENTER 


o 

o 


that  allows  your  business  peers  to  weigh 
in.  council.cio.com/journeyassessment 


DON'T  MAKE  BUSINESS  CONTINUITY  A  ONE-TIME  EVENT 

We  are  rapidly  moving  toward  electronic  systems,  and  a  particular  chal¬ 
lenge  for  us  as  a  24/7  healthcare  facility  is  not  unplanned  downtime  so 
much  as  planned  downtimes  to  perform  upgrades  and  to  do  routine  main¬ 
tenance.  We  very  rarely  have  the  luxury  of  turning  systems  off  the  way 
that  some  other  industries  do;  it’s  just  not  the  nature  of  our  work.  At  the 
core  of  our  IT  operations  are  redundant  systems  that  function  both  as  fail¬ 
safe  backups  in  case  something  goes  wrong  and  as  full  working  versions 
of  production  systems.  By  leveraging  these  copies,  we  can  give  ourselves 
maintenance  windows. 

The  key  is  to  not  approach  business  continuity  as  a  dreaded  one-time, 
unplanned  event.  We  weave  business  continuity  into  our  planning  by  using 
our  backup  systems  as  often  as  we  can.  Very  recently,  we  upgraded  one  of 
our  core  systems,  and  rather  than  present  our  users  with  downtime,  we 
performed  a  planned  failover  to  our  backup  and  disaster  recovery  platform 
so  our  users  could  continue  to  operate  while  we  upgraded  the  primary 
nodes.  This  is  really  what  business  continuity  is  about— integrating  busi¬ 
ness  continuity  plans  into  our  operations  so  that  we  are  not  relying  on  them 
solely  when  we  need  them. 


register  Only  a  few  leaders  are 
consistently  held  up  as  "C-suite  heroes"- 
Jack  Welch  and  Meg  Whitman  come  to 
mind.  The  reasons  they  are  considered 
great  leaders  are  readily  identifiable,  and 
they  have  a  well-known  and  well-defined 
brand.  By  defining  a  unique  leadership 
brand  and  setting  concrete  goals,  leaders 
can  boost  their  career  and  gain  a  bigger 
role  in  setting  the  strategic  direction  for 
the  corporation.  On  March  19,  develop 
your  own  plan  of  action  and  learn  how 
to  become  a  cross-functional,  strategic 
CIO  with  the  CIO  Executive  Council's 
guest  Beth  Miller,  president  of  Executive 
Velocity,  a  leadership  development  and 
talent  management  advisory  firm. 
council.cio.com/brand 
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Anthony  Christie 

CHIEF  MARKETING  OFFICER 
LEVEL  3  COMMUNICATIONS 

Anthony  Christie  is  chief 
marketing  officer  for  Level  3 
Communications,  responsible 
for  customer  experience, 
worldwide  marketing,  and 
product  management.  He 
oversees  the  direction  of 
segment  and  go-to-market 
strategy,  product  and  pricing 
strategy,  product  develop¬ 
ment  and  management, 
corporate  marketing,  and 
coordination  of  the  regional 
marketing  organizations. 


FOR  MORE  INFORMATION 

please  visit  www.cio.com/ 
Level3WhitePaper 
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Custom  Solutions  Group 


Enterprise  voice  Requires  Secure 
and  Robust  Business  Continuity 

Voice  networks  built  on  IP  technology  offer  significant 
security  advantages,  including  business  continuity/ 
disaster  recovery  at  all  levels. 


Security  threats  today  are  no  longer  single 
vector,  static  attack  mechanisms.  Advanced, 
persistent  threats  are  common,  and  voice 
systems  are  by  no  means  immune.  We  asked 
Anthony  Christie,  CMO  of  Level  3  Commu¬ 
nications,  to  give  us  his  views  on  protecting 
enterprise  voice  connections. 

What  security  challenges  do  companies 
face  using  VoIP  telephony  supported  by 
SIP  trunking? 

As  customers  adopt  an  IP-based  voice 
network,  their  commercial  requirements 
demand  a  complete  set  of  security  solutions 
to  ensure  business  continuity  and  disaster 
recovery  for  real-time  problem  solving. 

Challenges  include  100%  uptime  targets, 
survivability  of  architectures  carrying  voice 
traffic,  and  the  ability  to  rapidly  trouble¬ 
shoot  and  repair  issues.  At  Level  3,  we  derive 
knowledge  from  our  global  IP  network  and 
our  unique  view  of  the  Internet,  and  we  use 
it  to  proactively  identify  and  stop  attacks  and 
infected  hosts  in  our  customers’  networks. 

What  are  the  most  important  elements 
of  securing  a  SIP  system? 

At  a  high  level,  security  means  providing 
business  continuity/disaster  recovery 
(BCDR)  at  every  level  in  the  implementa¬ 
tion:  the  network  level,  the  equipment  level, 
and  the  telephone  number  level.  If  these 
options  are  built  into  a  carrier’s  network  and 
SIP  offer— like  the  Level  3®  Voice  Complete 
solution— customers  are  better  positioned  to 
manage  critical  security  and  continuity  issues. 
With  Voice  Complete,  customers  enjoy  on 
average  a  30%  to  40%  savings  vs.  their  legacy 
networks.  We  understand  these  savings  are 
meaningless  unless  the  SIP  implementation 
is  highly  available,  resilient,  and  secure. 

More  specifically,  a  SIP  trunking  service 
should  also  include  IP  address  and  IP  trunk 
group  failover  with  load  balancing  options 
that  allow  you  to  establish  call  priority 
and/or  proportional  voice  traffic  routing. 


A  self-service  capability  is  also  important. 
Level  3’s  Voice  Complete  solution  enables 
enterprises  to  establish  mobility  features 
associated  with  each  telephone  number 
and  activate  them  using  a  self-service  portal. 
Companies  with  a  single  data  center  in  a 
region  potentially  impacted  by  any  type  of 
business  disruption  count  on  this  feature  to 
ensure  reliability. 

What  are  Voice  Complete's  BCDR 
capabilities? 

We  understand  that  if  a  voice  system  goes 
down  because  of  a  security  threat  or  a  natural 
disaster,  business  stops;  so  we  design  and 
build  our  solutions  to  be  inherently  secure. 

In  all  of  our  Voice  Complete  customer 
deployments  we  pair  two  Level  3  primary 
and  secondary  feature  servers  and  session 
border  controllers  deployed  in  geographi¬ 
cally  diverse,  redundant  server  clusters  with 
IP  address/trunk  group  failover  and  load 
balancing.  Our  failover  and  load  balancing 
options  include  inbound  calls,  IP  trunk  group 
failover,  SIP  trunking,  and  failover  to  a  PSTN 
IP  trunk  group.  We  offer  telephone  number 
route  plans  on  a  per-location  basis,  as  well  as 
calls  originating  across  the  Level  3  PRI  with 
the  same  telephone  number  or  a  third-party 
carrier  number  without  complex  configura¬ 
tion  requirements  on  the  survivable  branch 
appliance  (SBA). 

What's  your  advice  for  those  who  need  a 
secure  SIP  implementation? 

Evaluate  carriers  thoroughly  using  the  facts 
mentioned  above  before  you  begin  a  complex 
migration  from  TDM  to  SIP  for  voice.  Because 
we  build,  own,  and  operate  our  own  IP  net¬ 
work  globally,  we  hold  ourselves  accountable 
for  secure,  reliable  solutions  like  Level  3  Voice 
Complete.  When  you  choose  a  partner  who 
has  both  the  expertise  and  accountability  for 
the  SIP  solutions  they  provide,  you’ll  reduce 
complexity,  enhance  efficiency,  and  enable 
your  business  to  grow  securely.  ■ 
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LEADINGEDGE 


A  Social  Transformation 

When  Ogilvy  and  Mather  moved  to  a  new  KM  system,  it  spurred  a  change 
for  the  better  in  how  the  entire  company  worked  by  yuri  acuiar 


For  years,  we  used  a  centralized  knowledge  management  system. 

If  a  case  study  was  created  in  the  UK,  for  example,  it  needed  to  go  through  corporate 
communications  at  headquarters  to  be  published. 


But  along  came  social  networking,  and  it  became  clear 
that  we  needed  a  better  way.  In  the  social  spectrum,  you 
curate  locally,  pushing  the  controls  to  the  people  down¬ 
stream.  It’s  a  radical  shift  in  philosophy  that  has  changed 
the  way  we  do  things  throughout  the  company. 

Our  new  system  is  a  social,  intranet-based  portal  that 
not  only  manages  Ogilvy  and  Mather’s  content,  but  is  also  a 
vital  and  vibrant  place  for  our  employees  around  the  world 
to  quickly  find  each  other  and  the 
information  they  need  to  do  their 
jobs.  Just  by  going  to  the  portal, 
they  get  a  snapshot  of  what’s 
going  on  from  a  global,  regional 
and  local  perspective,  whether 
it’s  a  major  announcement  from 
the  CEO,  a  recent  client  win  or  a 
local  blood  drive. 

The  idea  quickly  resonated 
with  business  leaders,  includ¬ 
ing  the  heads  of  marketing,  cre¬ 
ative,  corporate  communications, 
global  planning  and  public  rela¬ 
tions,  as  well  as  the  executive 
board  and  the  CEO.  They  con¬ 
cluded  that  we  couldn’t  afford 
not  to  do  this. 

After  key  contributions  from  our  digital  strategy  group 
and  validation  by  corporate  communications,  it  took  our 
creative  team  in  Singapore  and  development  teams  in  New 
York  and  India  about  a  year  to  create  the  system,  using 
open-source  technology.  It’s  designed  to  serve  three  types 
of  communities:  One  type  shares  content  with  anyone 
on  the  intranet,  a  second  is  more  restricted,  and  a  third 
requires  a  high  degree  of  confidentiality.  While  content  is 
centrally  available,  each  group  has  its  own  local  curator. 

Two  pillars  of  the  system  are  the  search  engine  and  the 


employee  “profiler.”  It’s  useless  to  build  sophisticated  social 
technology  without  knowing  who  your  audience  is  and 
where  they  can  be  found.  Recently,  when  we  produced  a 
video  related  to  the  Japanese  tsunami,  we  used  the  system 
to  find  someone  who  spoke  Japanese,  and  she  turned  out 
to  be  in  the  same  building. 

Our  test  bed  was  the  global  planning  group.  Today, 
instead  of  waiting  for  a  response  to  a  question,  they  can 

open  a  browser  on  any  device  in 
a  variety  of  languages  and  search 
for  content  themselves.  The 
improvement  has  been  incred¬ 
ible— they’ve  gone  from  sending 
1,800  emails  a  day  to  almost  none. 

Another  group  is  the  global 
brand-management  team,  which 
plans  to  create  a  one-stop  shop 
for  checking  on  a  client’s  status, 
including  news  headlines.  If 
one  of  our  people  is  in  a  cab  on 
their  way  to  a  meeting,  they’ll  be 
able  to  see  a  consolidated  update 
without  having  to  call  people  or 
do  a  search. 

We’re  all  inundated  with 
so  much  information,  and  this 
brings  relevancy  to  it  all.  We’ve  seen  a  600  percent  to  700 
percent  increase  in  utilization  over  our  previous  KM  plat¬ 
form.  In  his  midyear  update,  our  CEO  stated  that  one  of  his 
personal  goals  had  been  achieved  with  the  launch  of  this 
portal.  It  was  a  real  validation  of  all  the  pressure  we  put 
on  ourselves  to  hit  our  deadlines  and  make  the  system  a 
reality.  Today,  we  continue  to  improve  this  living  asset  with 
feedback  from  our  user  community. 

Yuri  Aguiar  is  CIO  at  Ogilvy  and  Mather  Worldwide. 
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C-SUITES  NEED  LEADERS,  , 
NOT  OFFICE  BENCH  WARMERS. 
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On  the  Same  Wavelength 

For  Michael  White,  CEO  of  DirecTV,  innovative  IT  provides  a 
direct  channel  to  customers  by  martha  heller 
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How  does  IT  affect  the  business 
of  DirecTV? 

We  process  20  million  bills  a  month, 
our  website  receives  a  half  million 
unique  visits  a  day,  and  we  have 
30,000  technicians  and  call  agents  in 
38  call  centers.  So  any  way  you  look 
at  it,  IT  is  critical  to  our  business  as  a 
leading  provider  of  digital  television 
entertainment  services.  For  example, 


we  have  an  active  decisioning  engine 
in  our  call  centers.  When  a  customer 
seeks  additional  service,  our  agents 
have  the  information  they  need  in 
front  of  them  to  make  optimal  deci¬ 
sions.  Handheld  devices  give  our 
field  service  technicians  more  infor¬ 
mation  when  they  serve  customers 
in  their  homes.  We’ve  invested  in  a 
social  collaboration  platform,  and  I 
even  blog  every  now  and  then. 

What  promise  does  IT  hold  for 
DirecTV  in  the  next  few  years? 

I  can  think  down  the  road  about  hav¬ 
ing  boxes  in  the  customer’s  home 
that  call  us  in  advance  of  a  problem. 
We  will  be  able  to  anticipate  a  prob¬ 
lem  and  fix  it  much  more  quickly. 


What  should  a  CEO  do  to  support 
the  CIO? 

First,  CIOs  need  a  full  seat  at  the 
decision  table;  my  CIO  reports  to  me. 
Second,  CEOs  must  invest  time  with 
their  CIOs,  understand  their  chal¬ 
lenges  and  be  their  adviser.  Finally, 
CEOs  should  provide  air  cover  for 
their  CIOs,  from  resource  allocation 
to  moral  support. 


What  skills  do  you  value  most  in 
your  CIO? 

I  count  on  my  CIO  to  have  a  depth 
and  breadth  in  technology  knowl¬ 
edge,  and  in  a  company  like  ours, 
where  IT  and  engineering  are  central 
to  our  business  model,  the  CIO  must 
partner  extremely  well  with  peers. 
I  look  to  my  CIO  to  be  an  inspira¬ 
tional  leader.  DirecTV  employs  800 
IT  experts,  so  our  CIO  must  have  the 
skills  to  motivate  a  team  of  that  size 
and  caliber. 

Some  IT  organizations  are  so 
focused  on  efficient  operations 
that  they  cannot  make  time  for 
innovation.  How  do  you  solve 
that  problem? 


I’m  lucky  because  when  I  came 
here  four  years  ago  innovation  was 
already  a  core  value  of  the  company. 
But  values  are  not  enough.  You  need 
formal  mechanisms  to  promote  inno¬ 
vative  thinking. 

We’ve  started  a  program  called 
F12,  which  encourages  our  IT  team  to 
fail  fearlessly.  The  program  includes 
12  statements  like,  “We  use  failure 
as  a  tool  to  innovate  and  grow,”  that 
underscore  a  framework  that  cele¬ 
brates  IT  failure.  Participants  in  F12 
can  win  points  for  driving  innova¬ 
tion.  Companies  must  recognize  and 
reward  innovative  behavior  when 
they  see  it. 

With  IT,  it  has  to  be  a  “loose-tight” 
approach.  They  have  to  manage  proj¬ 
ects  on  time  and  on  budget,  but  if  you 
don’t  give  them  budget  and  space  to 
experiment  your  company  will  suf¬ 
fer.  If  you  don’t  make  a  few  mistakes 
along  the  way,  you’re  probably  not 
taking  enough  risks. 

What  are  you  most  excited  about 
when  it  comes  to  technology? 

For  years,  we  looked  at  our  IT  bud¬ 
get  and  said,  “It  goes  up  every  year, 
but  we  are  not  getting  any  leverage 
out  of  it.”  But  that  has  changed  and 
will  continue  to  change.  Based  on  our 
successful  IT  initiatives,  I  know  IT 
will  increase  our  effectiveness  with 
our  customers  in  ways  we  can’t  even 
imagine  today. 


Martha  Heller  is  president  of  the  execu¬ 
tive  recruiting  firm  Heller  Search  Associ¬ 
ates  and  author  of  The  CIO  Paradox. 
Follow  her  on  Twitter:  @marthaheller. 


CEOs  should 
provide  air  cover 
or  their  CIOs,  from 
resource  allocation 
to  moral  support. 
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MARKETPLACE 


The  elephant  has  left  the  room. 


Some  dashboard  solutions  can  be  a  huge  drain  on  your  IT  team.  Dashboards 
is  different.  There's  no  complicated  installation  processes.  No  integration 
nightmares.  No  need  for  a  team  of  data  analysts.  Just  easy-to-use  tools 
that  allow  anyone  -  from  human  resources  to  the  c-suite  -  to  build  intuitive, 
custom  dashboards  that  turn  mountains  of  data  into  better  decisions. 


Dashboards 

Powerful  Insights 


Check  out  a  demo  or  start  your  free  trial  at  iDashboards.com 
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MARKETPLACE 


Want  to  reach  140,000  readers? 
A:  Place  your  ad  here 


Vice  President  for  Information  Technology  &  CIO 
Michigan  State  University  (MSU)  seeks  a  dynamic  IT 
executive  for  the  position  of  Vice  President  for  Information 
Technology  and  Chief  Information  Officer  (VP/CIO).  This 
is  an  exceptional  opportunity  to  join  a  vibrant  public  research 
university  and  lead  information  technology  across  a  $2  billion 
enterprise.  The  successful  candidate  will  be  a  transformative 
leader  who  will  provide  the  strategic  management  and  vision  to 
guide  the  future  direction  of  IT  in  support  of  the  administrative, 
academic  and  research  missions  of  MSU.  The  VP/CIO  will 
possess  senior  IT  leadership  experience  working  in  highly  com¬ 
plex  organizations,  preferably  research  universities.  Demon¬ 
strated  understanding  of  the  spectrum  of  IT  activities,  including 
technology  infrastructure,  academic  and  research  computing, 
administrative  systems  and  grant  and  outreach  activities  is  es¬ 
sential.  The  VP/CIO  will  be  a  visible  and  inclusive  leader  with 
the  ability  to  communicate  effectively,  develop  strong  trusting 
relationships  at  all  levels  and  facilitate  change.  A  bachelor’s 
degree  is  required  and  an  advanced  degree  is  highly  preferred. 
Inquiries,  nominations  and  applications  are  invited.  Candidates 
should  provide  a  curriculum  vitae  or  resume  with  a  letter  of  ap¬ 
plication.  Materials  should  be  sent  via  e-mail  to  the  University’s 


For  more  information  contact: 
Enku  Gubaie 


consultants,  Linda  Hodges  and  Nick  Giannas  at  MSUVPCIO@ 
wittkieffer.com.  The  consultants  can  be  reached  by  phone 


508.766.5487 

egubaie@idgenterprise.com 


through  Ramona  Kochis  at  (630)  575-6124. 

MSU  is  an  affirmative  action,  equal  opportunity  employer.  MSU  is  committed  to 
achieving  excellence  through  cultural  diversity.  The  university  actively  encourages 
applications  and/or  nominations  of  women,  person  of  color,  veterans  and  persons 
with  disabilities.  It  is  also  committed  to  providing  a  work  environment  that  supports 
employees  ’  work  and  personal  life  and  offers  employment  assistance  to  the  spouse  or 
partner  candidates  for  faculty,  academic  and  non-academic  staff  positions. 


dtSearch 


The  Smart  Choice  for  Text  Retrieval®  since  1991 


Instantly  Search 
Terabytes  of  Text 

25+  fielded  and  full-text  search  types 

dtSearch's  own  document  filters  support  "Office,"  PDF, 
HTML,  XML,  ZIP,  emails  (with  nested  attachments),  and 
many  other  file  types 

Supports  databases  as  well  as  static  and  dynamic  websites 
Highlights  hits  in  all  of  the  above 
APIs  for  .NET,  Java,  C  +  +,  SQL,  etc. 

64-bit  and  32-bit;  Win  and  Linux 

Ask  about  fully-functional  evaluations 

www.dtSearch.com  i-soo-it-finds 


lightning  fast' 


Redmond  Magazine 


'covers  all  data  sources" 

eWeek 


results  in  less  than  a  second' 

InfoWorld 


hundreds  more  reviews 
and  developer  case  studies 
at  www.dtsearch.com 

dtSearch  products: 

Desktop  with  Spider 
Network  with  Spider 
Publish  (portable  media) 

Web  with  Spider 
Engine  for  Win  &  .NET 
Engine  for  Linux 

Document  filters  also  available 
for  separate  licensing 
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Go  With  the  Flow 


There  are  lots  of  mobile  apps  that  help  you  conserve  natural  resources,  but  now  there’s  a  device  helping 
you  make  green  decisions  in  a  place  where  you  can’t  bring  a  cellphone:  the  shower.  The  ShowerSaver  is  a 
device  about  the  size  of  an  index  card  that  measures  your  water  usage  as  you  shower.  “The  real-time  data 
about  your  impact,  in  time  and  gallons,  we  hope  will  produce  a  psychological  effect,”  says  Kevin  Myers, 
founder  of  Green  Starts  Here,  which  created  the  device.  To  use  the  ShowerSaver,  you  first  calibrate  it  by  run¬ 
ning  the  shower  until  you  collect  a  half-gallon  of  water,  which  allows  the  device  to  calculate  the  flow  rate.  You 
then  attach  the  ShowerSaver  to  the  shower  wall.  When  someone  steps  in,  the  device  turns  on  automatically, 
starting  a  timer  that’s  preset  for  10  minutes.  As  time  ticks  by,  the  display  shows  water  usage  rising  through 
green,  yellow  and  red  zones.  “It’s  not  an  alarm  or  flashing  light,”  Myers  says,  “but  it  will  impact  someone’s 
thinking.”  ShowerSaver  is  expected  to  hit  the  market  next  month,  and  Myers  hopes  to  sell  it  to  appliance 
companies,  hotels  and  universities,  as  well  as  to  consumers  on  Amazon.com.  —Lauren  Brousell 
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Virtualization  and  cloud  computing  made  simple. 

IBM  System  x  servers  and  solutions. 

When  moving  to  a  virtualized  or  private  cloud  environment,  taking  the  first  step  is  usually 
challenging.  Not  anymore.  IBM®  System  x®  M4  Express®  servers  integrated  with  IBM  virtualization 
and  cloud  solutions  can  simplify  and  speed  deployment.  Equipped  with  the  latest  Intel®  Xeon® 
processors,  IBM  System  x  servers  deliver  ideal  performance,  scalability  and  memory  capacity  to 
handle  virtualized  workloads.  IBM’s  recent  delivery  of  the  first-ever  x86-virtualized  TPC-C  benchmark 
result  with  IBM’s  lowest-ever  cost  per  transaction1  goes  to  show  that  these  solutions  are  efficient 
and  cost-effective.  So  now  you  not  only  get  all  the  advantages  of  a  cloud  or  virtualized  environment 
but  also  the  benefits  of  simplicity  and  reduced  costs.  And  you  can  always  count  on  the  expertise  of 
IBM  Business  Partners  to  help  you  configure  the  systems  to  suit  your  business  needs. 


IBM  System  x3650  M4  Express 

$2,299 

OR  $69/MONTH  FOR  36  MONTHS2 
PN:  7915-EGU 


Optimized  for  performance  and  low  cost  with  new  Intel  processors 


Ideal  platform  for  range  of  business  applications  including  cloud,  virtualization  and  web  collaboration 


Outstanding  reliability,  availability  and  serviceability;  easy  to  deploy  and  manage 


IBM  System  x3550  M4  Express 


$1,849 

OR  S55/MONTH  FOR  36  MONTHS2 
PN:  7914-EGU 


IBM  Storwize®  V3700 


$8,799 

OR  $21 5/MONTH  FOR  36  MONTHS2 
PN:  2072-S2C 


Performance,  flexibility  and  cost  perfectly  balanced  in  a  compact  form  factor _  2U  form  factor  capable  of  holding  24  x  2.5“  drives  (up  to  120  drives  with  expansion  units) 

Smart  platform  with  new  Intel  processors  for  range  of  business  applications  including  cloud  and  virtualization  Virtualization  of  internal  storage  and  thin  provisioning  for  improved  storage  utilization 

Outstanding  reliability,  availability  and  serviceability;  easy  to  deploy  and  manage  Optimized  costs  for  mixed  workloads  by  using  IBM  System  Storage®  Easy  Tier® 


Read  the  TBR  white  paper 

See  how  IBM’s  approach  to  virtual  desktop  infrastructure  delivers  simplicity. 

Visit  ibm.com/systems/simplifycloud 

Contact  the  IBM  Concierge  to  help  you  connect  to  the  right  IBM  Business  Partner. 

1  866-872-3902  (mention  102PF19A) 

Scan  with  your  smartphone  to  learn  more  about  IBM  System  x  M4  Express  servers. 


inside 

XEON 


'As  of  May  7, 2013.  See  http://www.tpc.org/1791 

Global  Financing  offerings  are  provided  through  IBM  Credit  LLC  in  the  United  States  and  other  IBM  subsidiaries  and  divisions  worldwide  to  qualified  commercial  and  government  customers.  Monthly  lease 
payments  provided  are  for  planning  purposes  only  and  may  vary  based  on  your  credit  and  other  factors.  Lease  offer  provided  is  based  on  an  FMV  lease  of  36  monthly  payments.  Other  restrictions  may  apply. 
Rates  and  offerings  are  subject  to  change,  extension  or  withdrawal  without  notice  and  may  not  be  available  in  all  countries.  Listed  prices  include  Express  Servers  only.  Operating  system  software  and  optional 
virtualization  and  cloud  solutions  available  at  an  additional  cost. 

IBM  hardware  products  are  manufactured  from  new  parts  or  new  and  serviceable  used  parts.  Regardless,  our  warranty  terms  apply.  For  a  copy  of  applicable  product  warranties,  visit 
http://www.ibm.com/servers/support/machine_warranties.  IBM  makes  no  representation  or  warranty  regarding  third-party  products  or  services.  IBM,  the  IBM  logo,  ibm.com,  Storwize,  System  x, 
Express,  System  Storage  and  Easy  Tier  are  registered  trademarks  of  International  Business  Machines  Corporation,  registered  in  many  jurisdictions  worldwide.  Other  product  and  service  names  might 
be  trademarks  of  IBM  or  other  companies.  For  a  current  list  of  IBM  trademarks,  see  www.ibm.com/legal/copytrade.shtml.  Intel,  the  Intel  logo,  Xeon  and  Xeon  Inside  are  trademarks  or  registered 
trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries.  All  prices  and  savings  estimates  are  subject  to  change  without  notice,  may  vary  according  to  configuration,  are  based  upon  IBM’s 
estimated  retail  selling  prices  as  of  8/29/2013  and  may  not  include  storage,  hard  drive,  operating  system  or  other  features.  Reseller  prices  and  savings  to  end  users  may  vary.  Products  are  subject  to 
availability.  This  document  was  developed  for  offerings  in  the  United  States.  IBM  may  not  offer  the  products,  features  or  services  discussed  in  this  document  in  other  countries.  Contact  your  IBM 
representative  or  IBM  Business  Partner  for  the  most  current  pricing  in  your  geographic  area.  ©2014  IBM  Corporation. 
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©  2014  NetApp.  All  rights  reserved.  Specifications  are  subject  to  change  without  notice.  NetApp,  the  NetApp  logo  and  Data  ONTAP 
are  trademarks  or  registered  trademarks  of  NetApp,  Inc.,  in  the  United  States  and/or  other  countries.  All  other  brands  or  products  are 
trademarks  or  registered  trademarks  of  their  respective  holders  and  should  be  treated  as  such.  Source:  NetApp  internal  estimates, 
December  2013:  VNX,  VNXe,  Celerra  NS  can  run  any  of  Flare  and  Dart  Operating  Systems.  Contribution  of  these  products  to  the  OS 
share  has  been  estimated  based  on  the  proportion  of  NAS  and  SAN  installations  in  these  products  (NAS  -  Dart;  SAN  -  Flare). 
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NetApp 


Yep,  NetApp. 


yepnetapp.com 


